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HETHER it is the famous Simplex 

Iron at $4.50, or one of the ever- 
popular Sunbowls, or any other member 

rn 4, of this famous family, you can insure 
” customer satisfaction by recommending 

Simplex Electric Iron a nationally-advertised Simplex. 

The only electric iron with the 


ssiedhe aad There are strong selling points for every 

plug—$4.50 Simplex appliance. The unbreakable all- 

steel plug for the irons; the Simplex in- 

verted cone heating element with bull-dog 

grip and heavy brass connector bar for the 

three Sunbowls; recognized reliability for 
the pad—vital features that make sales. 


To your next Christmas customers, sug- 
gest something Simplex. That’s one way 
to discover how readily you can establish 
a new high record for Christmas business. 


Your immediate order will bring“short” 






Simplex 
Electric Sunbowl 
In three models — 10-inch 
bow!, $5.00- 14-inch bowl, 








a : . 
soshotaiam hook and Simplex items to you in hurry-up time. There’s a 
detachable cord, $8.50 Electric Heating Pad Simplex jobber near you. 
; * ~~ For all aches and pains that 
} can be treated with heat. SIMPLEX ELECTRIC HEATING CX). 
eee to 85 Sidney Street, Cambridge, Mass. 
132 West 31st Street 15 South Desplaines Street 
New York, N.Y. Chicago, Ill. 


; [ e Simplex Electric Cord-Set 
Simplex De Luxe Iron Furnished with all Simplex Irons. 


Witt: dis henathiRenenceel, E L E Cc T R | Cc APPLIANCES Fits all electric appliances. Sells 
green Bakelite handle, $6.75 


separately for replacements, 
at $1.75 








Cook on a Simplex Electvic Range ~ quick, clean, safe, cheaper 
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Electric Light Makes Christmas an 





HESE homes are in 

Browncroft, a sub- 
urb of Rochester, N. Y., 
where the Christmas 
trees grow on the lawns. 
Originated by a Roches- 
ter electrical man, G. 
Fred Laube, the practice 
of outside Christmas 
decoration with light has 
become a community 
movement. People drive 
for miles to see the beau- 
tifu) lighting of this sec- 
tion, which is a source of 
pride to the city and 
profit to the electrical 
trade. 
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HE President and Mrs. Coolidge before the 

Christmas tree at Washington. Next t to Mrs. 

stands F. M. Feiker, Vice-President The S 

Electrical Development, who more stan anyot 
+ 


responsible for this National tree. As the Pr: 
the tree this year he will broadcast a message 


Pa 











Eliminating Wastes Means Greater 
Profits in Electrical Retailing 


An Analysis of Occupancy, Selling, Publicity and Administrative Costs in Retail 
Appliance Businesses, and Suggested Methods of Increasing 
Profits Under Present Margins 


FTER supervising and analyz- 
ing Electrical Merchandising’s 


survey of Costs of Selling 
Electrical Appliances at Retail, the 
detailed figures of which appeared 
in our two preceding the 
writer offers the following con- 


issues, 


clusions: 

(1) The gross margin on elec- 
trical household appliances should 
be larger. 

(2) The net profit resulting from 
retailing such appliances should be 
increased. These conditions can be 
brought about in two ways—(a) By 
spending more money and (b) By 
saving more money. 

(1) The “spread,” or of 
safety, between the the 
merchandise laid down and the price 
secured from the consumer, we have 
said, should be larger. However, the 
time has long since passed when we 
can penalize the public for our mer- 
chandising errors by increasing re- 
tail prices. Other factors, such as 
service, being equal, the retail price 


factor 
cost of 


By S. J. RYAN 


Consulting Editor 


of an article is established by the 
most efficient, the most aggressive 
merchandiser in the community. 
Competing retailers must fall in line 
or fall by the wayside. This is in 
the public interest. But here is the 
point: This spread can be length- 
ened through better buying, with 
the margins now available. 

(2) A larger portion of this 
spread should be converted into net 
profit. This done through 
more economical operation. The dic- 
tionary defines economy as “freedom 
from waste.” 

Both results can be secured 
through better merchandising prac- 
tices —through better management, 
if you please. 


can be 


National Conference to Discuss 
Distribution Wastes 


In view of the Second National 
Distribution Conference to be held 
in Washington this month, it is fit- 
ting to recall the first conference 
held there last January and the 
































1924 Costs and Profits of Electrical 
Appliance Detailers 
(From Electrical Merchandising’s Survey) 
For complete figures, see issues for 42 54 | 
October and November, 1925 Electrical Central | 

Dealers, Staticns, 

Per Cent Per Cent 

Net Retail Sales... 665. sceseveees 100.00 100.00 
Cost of Merchandise Sold. 6. <siciescs aa teacs. 68.90 71.00 
Gross Margin Available........................ 31.10 29.00 
SQCCUDANCY MURDERS 5 eiicscccces cece deeeseneee os 3.30 3.00 
OCR RN DE RONDE 5 6 55 on 6-5: 0b 5 ache lane 6G. 0 58, 9:8%: eas 9.40 10.30 
PUIDIRCAC Ty MUIPCIIBE 5 5 oo ais a6 sola vie wield bis w Bee ais oe'6 2270 3.20 
Administrative Expense...............0.020c008 7.40 4.00 
ge 2 i ea ae 0.90 0.60 
SPOT AEISORNCS, 65s 656 410.5 6 dameiken abe dcawwas es 3is0 4.90 
PAUSE EE RURESOTRBOR 55 xis asians cs oa. wre Se es ko eee 27.00 26.00 
Net Profit on Retail Sales... ..............0.0600000%8 4.10 3.00 
Annual Turnover of Average Retail Stock........ 4.47 4.51 
Net Profit on Average Cost Stock Investment..... 26.55 19.00 











inspiring address delivered on that 
occasion by Secretary of Commerce 
Hoover. 

He defined fifteen kinds of waste 
in distribution, among them: 

Waste from unnecessary multi- 
plication of terms, sizes, varieties. 

Waste due to inadequate trans- 
portation and terminals, to inefficient 
loading and shipping and unneces- 
sary haulage. 

Waste due to bad credits. 

Waste due to destructive competi- 
tion of people who are in fact ex- 
hausting their capital through little 
understanding of the fundamentals 
of the business in which they are 
engaged. 

Waste due to enormous expei- 
diture of effort and money in ad- 
vertising and sales-promotion effort, 
without adequate basic information 
on which to base sales promotion. 

Waste due to unfair practices of 
a small minority. 

He was talking of economic, not 
willful, waste and of distribution in 
general. He stated that such wastes 
“can only be corrected by co-oper- 
ative action . . . built up, first, 
by investigation and information. 

. That no individual enter- 
prise can succeed or be conducted 
without waste if it does not know 
accurately its stocks, the volume of 
output or sales, the rate of stock 
turnover. . . . That we_ are 
almost wholly lacking in the basic 
data as to distribution. . 
Next to statistics as a power to elim- 
inate waste come standards. ‘ 
The foundation of proper standards 
is scientific investigation and then 
co-operation. . . There are 
processes of wasteful competition 
which . . . rise chiefly from 
ignorance of efficient methods of con- 
ducting business,” and in conclusion, 
“The remedy is education.” 
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Wastes in distribution in the elec- 
trical appliance field are by no means 
confined to the retailer. Distribu- 
tion starts at the point where pro- 
duction ceases. It is significant 
that in an “Analysis of the Con- 
sumer’s Dollar’’ recently published 
by Niles & Niles (and reproduced on 
page 5710 of this issue) electrical 
supplies rank, in order of expense, 
among the first five of the fifteen 
commodities shown, being only ex- 
ceeded by coal, lumber, dairy prod- 
ucts and fruits and vegetables. 

We are chiefly concerned, as re- 
tailers, in putting our own house in 
order, however, and for the purposes 
of this discussion we will confine 
ourselves to the facts revealed by 
Electrical Merchandising’s recent 
survey and to the four major items 
of expense included therein — Oc- 
cupancy, Selling, Publicity and Ad- 
ministration. These constitute 84 
per cent of the dealers’ total expense 
and 79 per cent of central station 
expense in retailing electrical ap- 
pliances. 

We will also touch on the primary 
source of profit, gross margin. Let 
us take up first the suggested 
remedy of “Spending More Money.” 


“Spending More Money” to 
Increase Profits 


Administration. Studying the 
chart of Administrative Expenses 
accompanying this article the most 
significant fact is that central sta- 
tions show the lowest administrative 
expense and electrical dealers the 
highest of the various retail lines on 
which such statistics are available. 

An analysis of the dealers’ figures 
shows that with very few exceptions 
where the administrative expense is 
higher than the average, the selling 
expense is lower. This proves that, 
as is usually the case in smaller busi- 
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nesses, the owner or manager of the 
business includes selling among his 
duties but does not divide his com- 
pensation accordingly. 

A common but regrettable habit of 
small retailers is to take out of their 


businesses an undue amount as per- 


sonal compensation, dissipating their 
cash reserves and thus adding to the 
difficulty of and frequently making 
impossible the continuance of the 
business. A study of the dealer’s 
figures reveals that in nearly every 
case where there is a high ad- 
ministrative expense, especially if 
coupled with even a very moderate 
selling expense, the net profit is 
abnormally low or non-existent. We 
can define this as a waste of capital. 

The proper charging of all selling 
time to selling expense would work 
out an adjustment of both selling 
and administrative expense so as to 
approach averages in other retail 
lines. 


Underpaying of Central-Station 
Merchandisers 


When we approach a study of the 
administrative expense of the central 
stations, however, we find an entirely 
different situation. With the pos- 
sible exception of the very smallest 
of these operations, we know the 
division of duties is so clearly 
defined that there is slight possibil- 
ity of a confusion in selling and 
administrative expense. This is con- 
firmed by the low percentage of the 


latter—lower even than that of the 


retail-grocery group. 

To my mind this is one of the 
greatest wastes in the retail dis- 
tribution of electrical appliances, 
this underpaying of merchandise 
executives. It practically places a 
premium upon inefficient manage- 
ment. 

Let us get the proper perspective 
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on this point: Next to the public 
those who will benefit to the greatest 
extent in the distribution of elec- 
trical appliances are the central sta- 
tions. Reversing the manner in 
which utility executives think of it 
usually, they have the primary in- 
terest of a profitable merchandising 
operation and the secondary interest 
of an increased load factor. 

This dual interest dictates mer- 
chandising leadership in the com- 
munity —it virtually presupposes 
such leadership. It is essential to 
orderly, progressive electrical mer- 
chandising. Such leadership, how- 
ever, is not a monopoly conferred 
through legislative enactment. It 
must be earned. It can only be 
merited and retained by the exercise 
of unusual merchandising ability. 
The merchandising executive of a 
utility has a heavy responsibility. 
He should be paid accordingly. It 
would prove an excellent investment 
for the utility. 

The opportunities for a man 
trained in merchandising are broader 
than those in many of the profes- 
sions and the utility must expect to 
compete for his services if he is to 
be retained and stimulated to do the 
great undeveloped job that con- 
fronts the merchandising utility in 
every community. 


If Chain and Department Stores 
Seriously Took Up Appliances 
After all there are not such a 

large number of trained electrical 

merchandisers available. Should de- 
partment stores or chain stores 
seriously enter the appliance field 

(and both are quite possible) where 

would they get their men? In very 
many cases from the central sta- 
tions, especially so in the smaller 
communities. 

Much of the existing waste, not 














selling operations, has long been 
one of the conditions amazing to 
men who know the earnings of 
merchandisers in the department- 
store and general merchandise 
fields. An appliance manager re- 
sponsible for sales of $500,000 a 


Low Salaries Paid to Central-Station Appliance Managers 
One of the Greatest Sources of Waste in Dis- | 
tributing Electrical Merchandise | 


The low salaries paid to central- 
station merchandising executives in 
charge of important appliance- 


year will earn $3,000 to $4,000 in 
the electrical field, whereas the 
same volume of business outside 
would justify at least $7,500 a year. 
Similar contrasts can be drawn for 
various volumes of sales. 

“To my mind, this underpaying 
of merchandising executives is one 
of the greatest wastes in the retail 
distribution of electrical appli- 


ances,’ 
cle. “It practically places a pre- 


, 


says Mr. Ryan in this arti- 


mium on inefficient management.” 
If department and chain stores 
ever decide seriously to enter the 
appliance field, predicts Mr. Ryan, 
they will go after the central sta- 
tions’ present trained personnel and 
so there may come a thorough re- 
vision of present salary scales. 
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only in utility merchandising but in 
dealer merchandising as well, is at- 
tributable to inefficient merchandis- 
ing management in the utility. If 
the logical leader in the field is dis- 
interested or incompetent, this has 
an influence on the other factors— 
the dealers. This waste can be 
eliminated by spending more money 
—either in reward or replacement. 


Publicity and Display 


Publicity. When we consider that 
Publicity Expense includes not only 
actual expenditures for space and 
material but all expenses incurred 
in all forms of advertising and dis- 
play, including salaries, the dealers 
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wasteful. It plans ahead and sells 
an idea or an institution or an in- 
dividual while it is also making an 
immediate merchandising appeal. It 
is an investment in future repeat 
business. Niggardly, mediocre pub- 
licity is not only wasteful in its 
futile realization of potential busi- 
ness but wasteful in the sense that 
an inferior article is more costly 
than the best. 

Advertising and selling are so 
closely linked that it is difficult to 
discuss one without the other but, 
speaking from the averages shown, 
a higher publicity expense and a 
lower selling expense would prove a 
sounder set-up. 


Vol. 34, No. 6 


Some of the absentees are ac- 
counted for by resale or partial 
resale operations, of course. This 
only camouflages the expense—it is 
still there—all a part of the cost of 
distribution which the consumer 
must ultimately pay. Such prac- 
tices are, in fact, a tacit acknowl- 
edgment by the retailer that the 
manufacturer can perform the func- 
tions of a retailer better than he can 
himself. 


“Resale” Restricts Dealer’s 
Independence 


These resale operations are of 
distinct benefit to the manufacturer. 
Some manufacturers even go so far 





Expense Averages of Electrical Retail Stores, Compared 























Stores 


Wear Shops 


Men's 


43 Electrical Dealers 
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54 Central Stations 


43 Radio Dealers 
1,267 Hardware 


Comparison of 












































Administrative Expenses 


All figures and graphs above shown are expressed in percentages 


of net retail sales. 


Administrative expense includes the amount you paid yourself or 
some one else as manager of the business, salaries of office force, 
collection expenses, and the expenses incurred for office supplies, 


etc, 


Publicity expense 
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Comparison of 


Publicity Expenses 


includes the amount spent for advertising 


merchandise in newspapers, printing and postage expense for all 


sale. 


direct mail publicity, the amount, if any, spent for outside help 
and material in trimming windows, and any similar expenses that 
are incurred for the sole purpose of advertising merchandise for 





figure of 2.70 per cent is especially 
low and that of the central stations, 
3.20 per cent, is none too high. 

We need not only more advertising 
but distinctly better advertising—in 
fact both. In the case of the smaller 
neighborhood dealers this need not 
take the form of newspaper space. 
Direct publicity would yield better 
returns for them. The electrical 
appliance is competing with every- 
thing else for the consumer’s dollar 
and altogether too large a percentage 
ot the public have either confused, 
inadequate conceptions, or harmful 
misconceptions, of what electrical 
appliances will do for them. 

Better publicity will cost more 
than the mediocre kind but is not as 


Waste in publicity can be elim- 
inated by spending more money. 
Next we come to the suggested 
remedy of “Saving More Money.” 

The spread (or gross margin) 
can be lengthened through better 
buying. We can dispose of this 
point very quickly. It is common 
knowledge that any merchant selling 
$100,000 worth of appliances an- 
nually can secure a discount of at 
least 35 per cent. Yet out of ten 
dealers exceeding this figure only 
three show a gross margin of 35 
per cent or over, and out of thirty- 
one utilities only siz do so-—a total 
of nine out of forty-one operations. 
On sales of $200,000 or more there 
is only a total of four securing this. 


as to subsidize them by granting to 
their own resale operations a larger 
margin than they will give to a re- 
tailer buying direct. This method 
of selling competes for man-power 
with the utility and with the dealer, 
and as the compensation is usually 
better it attracts keen men. 


Resale Operations Wasteful 


Resale operations result in larger 
immediate volume and more rapid 
turnover for the retailer, as a rule, 
but restrict his judgment and _in- 
dependence of action in his true 
function of a purchasing agent for 
the community. 

The familiar “high-pressure” ty; 
of salesmanship is usually associated 
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with resale operations. It is dis- 
tinctly a more costly method of 
retailing appliances. It is therefore 
wasteful in the public sense. I do 
not believe there is an appliance 
resale set-up in existence operating 
at a profit on a margin of 35 per cent. 


Occupancy of 3.3 per Cent 
Is Fair 

The retailer is the one at fault in 
this matter, however, because his 
lack of agressiveness forced the 
manufacturer into the retail field. 

Better buying will secure better 
margins and better management will 
sell more cheaply than at present. 

Occupancy. There is but little to 
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left to the discretion of the various 
accountants. Thus we find that six 
of them make no charge at all, for 
some strange reason, and an addi- 
tional twenty-one charge two per 
cent or less, which is rather absurd. 

The expense is there and it is just 
a matter of accounting to allocate it 
properly. The space occupied should 
be charged at its replacement value, 
not a penny more, and the operation 
made to earn it. 


Selling Offers Chance for 
Greatest Savings 


Selling. It is in the matter of 
selling expense that the greatest 
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A number of factors are respon- 
sible for this situation—factors that 
better management could eliminate. 

It must be borne in mind that 
selling expense includes not only 
direct selling commissions or sal- 
aries, but also demonstrating and 
delivery salaries, supplies, main- 
tenance and depreciation. 





Wastes in Demonstrations 


There is too great a waste in 
demonstrations. They cost money 
both directly and indirectly as every 
dealer knows. Many appliances are 
sufficiently stabilized today so that 


a home demonstration is unneces- 
































































































































savings can be effected. The figures sary. Some good merchants only 
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Comparison of 


Occupancy Expenses 


Comparison of 
Selling Expenses 


Occupancy expense. In occupancy expense is included the amount 
expended for rent, light, heat, power, water, porterage, etc. In 
short, all expenses incurred in occupying the premises whether 
store, warehouse, etc. (but not any rent or other expenses in- 
curred in garage for delivery equipment, etc. This is included in 
selling expense). If you own your own premises rent is com- 
puted on the basis of an annual charge of six per cent on the cost 
of land and buildings plus a depreciation of two and one-half per 
cent a year on buildings, plus all real estate taxes. 


Selling expense includes all expenses incurred in selling merchan- 
dise such as salaries and commissions paid to the sales force, the 
cost of sales books, price tags, wrapping paper, twine and other 
miscellaneous expenses of a similar nature. It also includes dem- 
onstrating expenses, salaries or commissions, and delivery ex- 
penses such as the salaries of drivers, cost of running and main- 
taining equipment, and a depreciation on equipment of twenty per 
cent a year. 








be said regarding this expense. The 
dealer’s expense of 3.30 per cent is 
just about what it should be. There 
are three elements entering into this 
total: The “downtown” store which 
shows a high occupancy expense on 
account of location; the outlying 
store which usually shows a normal 
charge and the appliance department 
which is part of a general business. 
In nearly every case the latter un- 
dercharge rental, etc. They seem to 
guess at it. An appraisal based on 
value of location and space occupied 
is the best method. 


Uncertain Occupancy Charges 


The central stations have no set 
rule in this matter. It seems to be 


given in the two tables in the 
preceding issues do not truly rep- 
present conditions. Eleven of the 
forty-three dealers and twenty-four 
of the fifty-four central-station oper- 
ations are obviously resale, or par- 
tially resale, operations and _ the 
dollars of selling expense shown 
only cover a portion of the volume. 

Unfortunately we were unable to 
secure the true percentages of selling 
expense on the volumes sold by elec- 
trical retailers themselves, but after 
carefully studying the returns it is 
the writer’s opinion that such a 
percentage would be somewhere be- 
tween 13 per cent and 15 per cent 
of retail sales. This is altogether 
too high. 


give them on request and effect a 
substantial saving in this way. 
Heavy appliances are costly to 
deliver and return. Poor salesman- 
ship is responsible for much waste 
here. The asinine policy of sending 
out such appliances on infinitesimal 
down payments or, worse still, 
down payments at all is responsible 
for more of it. 
unadulterated waste. 


110 


This is inexcusable, 


Sell by One Method 


Then there is the terrific waste 
that so many retailers are guilty of 
trying to combine two radically dif 
ferent methods of distribution—out- 
side and inside selling. These t 


methods are fundamentally opposed 
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One set-up will not economically 
serve both. Either be one thing or 
the other—to try to be both is to 
compromise—is to waste. 

Inside, or store, selling, calls for 
higher occupancy and publicity ex- 
penses and lower selling and admin- 
istrative expenses, with low credit 
losses. 

Outside, or house-to-house, selling 
calls for lower occupancy and pub- 
licity expenses and higher adminis- 
trative and selling expenses, with 
high credit losses, 

The great majority of dealers re- 
porting in this survey are attempting 
to do both, with the one organization! 
It isn’t in the cards. If you win, you 


ELECTRICAL MERCHANDISING 


Another waste in selling is the hit- 
and-miss methods in use. An “appli- 
ance census” would very largely rem- 
edy this. Here is an opportunity for 
the central station to constructively 
co-operate with the dealers—and in 
helping them, help itself. 





What It Costs to Sell 
Furniture 


William B. Wreford, secretary of 
the National Retail Furniture As- 
sociation, supplies us with the fol- 
lowing figures on the cost of manu- 
facturing and retailing standard 
furniture lines, which figures he re- 
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In this connection it is of interest 
to note that only 16.6 per cent of the 
furniture sold through home-furnish- 
ings stores is paid for in cash. At 
least 60 per cent, sold on a regular 
installment basis, is not paid for by 
customers in less than 12 months, 
according to the information sup- 
plied by Mr. Wreford. 

Taking as an example a “dresser” 
sold to the retail customer at about 
$80, Mr. Wreford estimates the pro- 
duction costs on this piece as follows: 
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This is the portable electric kitchen ready for 


The wheels are covered by a remov- 


able lattice extending to the ground and the 


h when up form the lower half of the 
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of this portable kitchen reveals an 
wiring layout. Duplex convenience 


outlets are at each window and over the sink 


kitchen lighting units. 
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Campaign on Wheels 


Portable Kitchen and Unique Publicity by:the Adirondack Power & Light 
Corporation, Create Market for Electric Home Appliances 


HE electric kitchen which can 

be carried on a truck into the 

suburbs and demonstrated at 
the housewife’s door is an idea that 
is taking hold. In the September 
issue of Electrical Merchandising a 
successful use of such a _ portable 
kitchen in Hightstown, N. J., was 
chronicled. 

Now comes the account from the 
Adirondack Power and Light Cor- 
poration at Schenectady, N. Y., of 
another range-selling campaign 
which employed an even more elabo- 
rate electric kitchen on wheels. 

When, in July, this company de- 
termined upon an electric range cam- 
paign it was plain that the most 
favorable time of the year for such 
a@ campaign was passed. Further- 
more, fhere had been little electric 
range activity on the company’s part 
and no foundation had been laid for 
range selling by means of construc- 
tive advertising. They were starting 
range selling from scratch. 


A Campaign of Education 


An education campaign was de- 
cided upon in preference to a more 
direct effort to sell ranges. The pur- 
pose being to create an interest in 
the complete electric kitchen which 
would be the first step toward de- 


veloping a genuine public acceptance 
of the electric range as the modern 
and efficient method of cooking. 

It was a plan that looked ahead 
for ultimate rather than immediate 
results. Let us note right here how- 
ever that the immediate results were 
gratifying, sixty ranges being sold. 

The educational campaign centered 
around the electric kitchen on wheels. 
This was a very complete kitchen, 
26 feet long, 10 feet wide and 13.5 





HERE are thousands of busy 
homemakers who are potential 
owners of electric ranges and | 
other home equipment who cannot 
easily find the time to come to | 
cooking demonstrations in sales- | 
rooms or home service depart- | 
ments. Also many of these good | 
prospects live in the country or | 
in small country or suburban 
towns and cannot easily get into 
the cities. | 
A few lighting companies are 
reaching them by sending out to | 
their home communities fully 
equipped electric kitchens mounted 
for portability on a truck chassis. 
The Adirondack Power & Light 
Corporation has made this por- 
table kitchen a joint enterprise 
with a group of progressive build- 
ers with profitable results’ in 
direct sales and valuable publicity. 
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feet from the ground to the tip of 
the roof. It was equipped with an 
electric range, electric refrigerator, 
washing machine, electric ironer, an 
electric water system three fans and 
all the smaller appliances. 

The structure on a truck chassis 
so planned ran into real money but a 
number of Schenectady business men 
were so alive to the value of this 
portable kitchen as publicity that 
much of the expense was borne by 
the suppliers of the construction ma- 
terial. It became therefore a com- 
posite product, a lumber company 
supplying the necessary lumber and 
roofing, a tile company providing and 
installing a high tiled wainscot, an- 
other company furnished the window 
fixtures, curtains and a kitchen cabi- 
net, a battleship linoleum floor from 
another and the building of the 
whole was contributed by a firm of 
building contractors. 

The collaborators received contin- 
uous publicity in the company’s ad- 
vertising and at each side of the door 
of the kitchen appeared a list of all 
the firms having a part in building 
and furnishing the kitchen. 

Now building the kitchen was onl) 
the first step in the campaign. Pub 
lic interest had to be awakened. The 
advertising plan that not only 
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One set-up will not economically 
serve both. Either be one thing or 
the other—to try to be both is to 
compromise—is to waste. 

Inside, or store, selling, calls for 
higher occupancy and publicity ex- 
penses and lower selling and admin- 
istrative expenses, with low credit 
losses, 

Outside, or house-to-house, selling 
calls for lower occupancy and pub- 
licity expenses and higher adminis- 
trative and selling expenses, with 
high credit losses. 

The great majority of dealers re- 
porting in this survey are attempting 
to do both, with the one organization! 
It isn’t in the cards. If you win, you 





ELECTRICAL MERCHANDISING 


Another waste in selling is the hit- 
and-miss methods in use. An “appli- 
ance census” would very largely rem- 
edy this. Here is an opportunity for 
the central station to constructively 
co-operate with the dealers—and in 
helping them, help itself. 





What It Costs to Sell 
Furniture 


William B. Wreford, secretary of 
the National Retail Furniture As- 
sociation, supplies us with the fol- 
lowing figures on the cost of manu- 
facturing and retailing standard 
furniture lines, which figures he re- 
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In this connection it is of interest 
to note that only 16.6 per cent of the 
furniture sold through home-furnish- 
ings stores is paid for in cash. At 


- Jeast 60 per cent, sold on a regular 


installment basis, is not paid for by 
customers in less than 12 months, 
according to the information sup- 
plied by Mr. Wreford. 

Taking as an example a “dresser” 
sold to the retail customer at about 
$80, Mr. Wreford estimates the pro- 
duction costs on this piece as follows: 
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Klectric Range 


visitors. 


This is the portable electric kitchen ready for 
The wheels are covered by a remov- 
able lattice extending to the ground and the 
steps which when up form the lower half of the 
door are lowered hospitably. 

The plan of this portable kitchen reveals an 
interesting wiring layout. Duplex convenience 
outlets are at each window and over the sink 
and three kitchen lighting units. 
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Campaign on Wheels 


Portable Kitchen and Unique Publicity by:the Adirondack Power & Light 
Corporation, Create Market for Electric Home Appliances 


HE electric kitchen which can 

be carried on a truck into the 

suburbs and demonstrated at 

the housewife’s door is an idea that 

is taking hold. In the September 

issue of Electrical Merchandising a 

successful use of such a _ portable 

kitchen in Hightstown, N. J., was 
chronicled. 

Now comes the account from the 
Adirondack Power and Light Cor- 
poration at Schenectady, N. Y., of 
another range-selling campaign 
which employed an even more elabo- 
rate electric kitchen on wheels. 

When, in July, this company de- 
termined upon an electric range cam- 
paign it was plain that the most 
favorable time of the year for such 
a@ campaign was passed. Further- 
more, there had been little electric 
range activity on the company’s part 
and no foundation had been laid for 
range selling by means of construc- 
tive advertising. They were starting 
range selling from scratch. 


A Campaign of Education 


An education campaign was de- 
cided upon in preference to a more 
direct effort to sell ranges. The pur- 
pose being to create an interest in 
the complete electric kitchen which 
would be the first step toward de- 


veloping a genuine public acceptance 
of the electric range as the modern 
and efficient method of cooking. 

It was a plan that looked ahead 
for ultimate rather than immediate 
results. Let us note right here how- 
ever that the immediate results were 
gratifying, sixty ranges being sold. 

The educational campaign centered 
around the electric kitchen on wheels. 
This was a very complete kitchen, 
26 feet long, 10 feet wide and 13.5 
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HERE are thousands of busy | 
homemakers who are potential 
owners of electric ranges and | 
other home equipment who cannot 
easily find the time to come to | 
cooking demonstrations in sales- 
rooms or home service depart- 
ments. Also many of these good 
prosnects live in the country or 
in small country or suburban 
towns and cannot easily get into | 
the cities. 
A few lighting companies are 
reaching them by sending out to | 
their home communities fully 
equipped electric kitchens mounted | 
for portability on a truck chassis. 
The Adirondack Power & Light 
Corporation has made this por- 
table kitchen a joint enterprise 
with a group of progressive build- 
ers with profitable results’ in 











direct sales and valuable publicity. 
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feet from the ground to the tip of 
the roof. It was equipped with an 
electric range, electric refrigerator, 
washing machine, electric ironer, an 
electric water system three fans and 
all the smaller appliances. 

The structure on a truck chassis 
so planned ran into real money but a 
number of Schenectady business men 
were so alive to the value of this 
portable kitchen as publicity that 
much of the expense was borne by 
the suppliers of the construction ma- 
terial. It became therefore a com- 
posite product, a lumber company 
supplying the necessary lumber and 
roofing, a tile company providing and 
installing a high tiled wainscot, an- 
other company furnished the window 
fixtures, curtains and a kitchen cabi- 
net, a battleship linoleum floor from 
another and the building of the 
whole was contributed by a firm of 
building contractors. 

The collaborators received contin- 
uous publicity in the company’s ad- 
vertising and at each side of the door 
of the kitchen appeared a list of all 
the firms having a part in building 
and furnishing the kitchen. 

Now building the kitchen was only 
the first step in the campaign. Pub- 
lic interest had to be awakened. The 
advertising plan that not. only 
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brought the kitchen to the attention 
of the public directly through paid 
advertisements but which brought 
many columns of free publicity in the 
newspapers and much word of mouth 
advertising was obtained by the use 
of an airplane. A few days before 
the kitchen was completed this plane 
flew over Schenectady and dropped 
twenty thousand printed circulars 


ELECTRICAL MERCHANDISING 
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bearing in big letters the following: 
“Watch for the Electric Kitchen—It 
will be in Schenectady, Rotterdam, 
and Burnt Hills soon—See It.” 
This interesting method of attract- 
ing public attention together with 
direct mail work and newspaper 
space prepared the public interest to 
such a degree that the first day the 
kitchen was open to the public some 
5000 people entered the kitchen and 
learned something about electric 
cooking. For this first period of the 
exhibit the kitchen was placed di- 
rectly in front of the company’s 
main office. It was in place at five 
a.m. and attracting attention even at 
that hour and was kept open and 
very busy until ten o’clock that night. 
The kitchen is provided with a set 
of latticed panels which conceal the 
wheels when in place and a set of 
wide steps which let down and give 
easy access to the interior. These 
steps close up and form the lower 
half of the door, the upper half being 





of glass. At night the lights are 
kept burning and through the wide 
windows the complete kitchen can be 
inspected by the interested passers by. 


Brought the Exhibit Into 
Home Neighborhoods 


For several days the kitchen stood 
on one of the main streets of Schenec- 
tady in front of the Adirondack com- 
pany’s main store. It was then 
moved in turn to several locations on 
vacant spaces in the residence dis- 
tricts. Then to suburban districts 
and the surrounding towns served by 
the Adirondack Power and Light 
Company and to a joint fair of two 
counties which draws a large attend- 
ance of both farmers and city people. 

One of the great advantages of the 
portable exhibit as against the sales 
room exhibit was brought out in this 
taking the electric kitchen into the 
home neighborhoods. Many of the 
women who visited the electric 
kitchen had never before seen or even 
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heard of such a thing as a practical 
electric range for household use. 

The small towns visited and the 
showing at the fair resulted in a 
valuable contact with the farmers 
and the genuine interest of the 
farmer today in electrical equipment 
was shown by the number of farmers 
and their wives who drove many 
miles to see the exhibit at the point 
nearest them. 

To bring the farmer into the pic- 
ture and to stimulate interest to an 
even greater height a unique pub- 
licity stunt was staged by Robert 
Weidaw, advertising manager of the 
Adirondack Power and Light Corp. 
who with E. B. Conboy, commercial 
manager, had taken the lead in plan- 
ning and carrying out the exhibit 
and campaign. 


The Airplane as a Publicity 
Agent 


This publicity was obtained again 
by the use of the airplane. A range 
had been sold to a farmer consumer 
living ten miles from Schenectady and 
it was publicly announced that this 
range would be delivered by airplane, 
probably the first air delivery in his- 
tory of an electric range. 

The announcement of this plan 
was news. The newspapers gave it 
space in their columns. Its interest 
was increased when another an- 
nouncement, also news, appeared to 
the effect that the plane which was 
to deliver the electric range would 
fly by night over the city. This 
night flying plane was illuminated by 
five auto head lights so placed as to 
brilliantly light the wings and tai! 
of the plane which when lit resem- 
bled a giant dragonfly high above 
the city. Advertising as well as 
news stories aroused public curiosity 
in the event and on the scheduled 
time for the flight most of the city 
and suburban population were out ot! 
decrs and watching the sky. 








December, 1925 


The illuminated plane threw out 
circulars which were eagerly gath- 
ered up, taken home and read. A 
further publicity tie up was ar- 
ranged by having a reporter for a 
leading paper take the night flight 
with the pilot. The reporter wrote 
his experience which was given two 
columns in the next morning’s paper. 
This reporter, it is interesting to 
record, had been assigned by the 
paper to cover the whole range cam- 
paign and_ illustrated stories — ap- 
peared on the air range delivery and 
the kitchen exhibit as well as the 
night exhibit flight. 

Now some publicity is so sensa- 
tional that there is danger of at- 
tracting the public attention to itself 
and not to the object of the publicity 
sought. But that the publicity served 
the purpose intended in this case and 
centered attention on the Adirondack 
company’s perambulating kitchen is 
evident from the attendance record. 

A total of over 25,000 women 
visited the kitchen in a few weeks 

Whenever and wherever’ the 
kitchen was shown there was a home 
economics expert on hand to explain 
the operation of the electric range 
and other equipment. Food was ac- 
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more. Refrigerators, washers and 
other appliances were also sold as a 
direct result of the kitchen showing 
and the indirect results through a 
stimulation of the interests in the 
electrical way of doing things can- 
not be estimated. 


- Convenience Outlets and Light 
Units of Interest 


' One of the interesting and con- 
structive features of the portable 
kitchen was the wiring. No great 
stress in the advertising was laid on 
this feature but the five duplex con- 
venience outlets and the three 
kitchen lighting units in the model 
kitchen were the objects of genuine 


public interest and very favorable 
comment. 





Capitalizing the Store’s 
Own Lights 


“The City’s Most Beautifully Lighted 
Store of Christmas Gifts” 


This was the slogan used by the 
Whitney Electric Company of Colo- 
rado Springs, Colo., at the top of all 
its Christmas advertisements. 
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Down Payment Average $21 
on Special $5 Down 
Payment 

The Paul Anderson Electric Shop 
operates in South Bend, Indiana, a 
city of 71,000 population. This 
dealer put on a special washer cam- 
paign from May 18 to June 20, offer- 
ing the washer during this campaign 
on the basis of five dollars down. 


They used 221 inches of newspaper 
space at a total cost of $154.32. 


Resulted in Sale of 
Thirty Washers 


The campaign resulted in the sale 
of thirty washers on which an aver- 
age down payment of $21 was re- 
ceived. 

The following is a summary 
down payments: 


of 


machines 
machines 
machines 
machine 
machine 
machine 
2 machines 


sold at $ 5 down 
sold at 10 down 
sold at 15 down 
sold at 25 down 
sold at 50 down 
sold at 70 down 
sold at Cash 


18 
4 
3 
1 
1 

1 


30 machines sold at $21 average 
down payment. 

















PLANE DELIVERS 
RANGE AT DOOR 
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Adirondack Power Company 
Sets Precedent With Mod- 
ern Transportation. 


The previously anncunced plah of 


he advert.s.ng depariment one 
Adirondack Power 


the 
and Light  Cor- 
poration, to deliver by alirv.ane, an 


automatic Hotpoint Electric range to 


a customer, George, Zenner, living tn 

















tually being cooked most of the time 
and the women visiting the kitchen 
took the time to carefully study the 
conveniences offered and to ask ques- 
tions. ° 

Appliance salesmen were also al- 
ways present to turn interest into 
buying action. 

During this campaign a total of 
sixty electric ranges were sold and 
the way prepared to the sale of many 




















Practical Plan for a 
Small Store 


Floor Plan and Comment by Editors Prepared 
for Suburban Central Station Retail Store 


Editor, Electrical Merchandising: 
From time to time in your mag- 
azine I have been very much inter- 
ested in articles that you have had 
relative to store layouts for central 
stations and appliance dealers; and 
since we are planning to remodel our 
store, I am taking the liberty of 
sending you a rough sketch of our 
floor plan and would be pleased to 
have any suggestions you might 
make as to how we could lay it out 
most efficiently to serve our needs. 
We have four salesmen working 
in various sections of our territory 
all the time and are carrying on ex- 
tensive merchandising work, and we 
feel the need of a good display room. 
In this display room, we want pro- 
vision made for the salesmen’s man- 
ager and line superintendent, and 
some provision for a couple of our 
outside salesmen, a cashier and one 
other girl. Since the cellar is not 
available for keeping any surplus 
stock of small appliances, some pro- 
vision will have to be made for tak- 
ing care of that. However, all our 
major appliances and surplus stock 
will be kept at our main stock room 
about a quarter of a mile distant. 
We handle all the various appli- 
ances, including washing machines, 
ironers, refrigerators, cleaners, 
ranges, and since we serve a sub- 
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The Present Floor Plan 


Present floor plan of the Worcester 
Suburban Electric Company, Uxbridge, 
Mass., which was submitted to the edi- 





urban territory, household water 
systems. In addition to these, 
a good line of small appliances is 
carried, together with a few portable 
lamps. We do not do anything in 
radios or lighting fixtures, but of 
course handle Mazda lamps and some 
small parts for fixing various appli- 
ances. Our major stock of small 
parts of course will be carried in our 
main stock room. 


Have Small Display Space 


The accompanying sketch shows 
what little display space we have at 
the present time, and the location of 
windows in the rear. Practically all 
the light we get in the office is from 
these back windows, since our front 
windows are closed in, and it is 
necessary to use artificial illumina- 
tion all day. 

We are not using any fixtures at 
the present time which will be suit- 
able in the new layout since the dis- 
play space we now have is so small 
that we have been using a table and 
shelves along the wall, so that it 
will be necessary for us to purchase 
some cases. 

In making these changes we want 
as good a layout as possible at the 
least cost. However, we realize that 
we will get just about what we are 
willing to pay for. 
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tor for suggestions by Mr. Drown, new 
business manager, preliminary to a gen- 
eral remodeling of the store. 
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I might add that we are re-decorat- 
ing the interior of the office, the ceil- 
ing of which is to be a flat white, 
the sidewalls cream, and we are 
undecided as to whether we should 
leave the sheathing which is seven 
feet high a natural color. We would 
like to have your suggestions along 
this line. 

From this meager description will 
you be able to give us any thought 
as to how we might lay it out to 
best advantage? 

Thanking you for any suggestions 
you may have to offer, and assuring 
you of our appreciation for it, we 
remain 

Sincerely yours, 
WORCESTER SUBURBAN 
ELECTRIC COMPANY, 


H. H. Drown, 


New Business Manager 
Uxbridge, Mass. 





Dear Mr. Drown: 

The accompanying sketch drawn 
to scale incorporates our suggestions 
for a new layout in accordance with 
modern retail practice. 

In studying the rough sketch 
which accompanied your letter, it is 
quite evident that, as a merchandis- 
ing proposition, altogether too much 
space is devoted to non-selling func- 
tions. As we understand it, it is 
only necessary to make provision for 
the following personnel:—one sales 
manager, one line superintendent, 
two salesmen, one cashier and one 
clerk. Unless the space occupying 
the entire rear of the store (labeled 
present office) is used for storage or 
some other purpose in addition to. 
office room, there is a considerable 
waste here. From this sketch, it 
appears that out of a total interior 
area of some 800 sq.ft., only approx- 
imately 220 sq.ft., are devoted tv 
selling space. At that, no allowance 
is made for necessary aisles, etc., 
which are properly chargeable 10 
other functions. 

Another bad feature, as it appeals 
to us, is the boxing in of the display 
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windows. Although this work has 
been recently done, it is not consid- 
ered good practice nowadays in a 
store of this size. 

Now to the suggestive layout: 
probably the main portion of your 
traffic, as in the case of most central 
stations, consists of customers enter- 
ing the store to pay their bills. We 
suggest, therefore, the removal of the 
cashier’s cage from the front of the 
store to the rear, thus drawing this 
stream of traffic past the attractive 
displays of merchandise offered for 
sale, the greater use of which, will 
assist you in accomplishing the main 
purpose of your existence—the dis- 
tribution of electrical energy. 


Remove Window Background 


Next, we have suggested the re- 
moval of the present window back- 
ground. The floor of the windows 
should be at the street level and 
there should be an wnobstructed view 
from the street to the rear of the 
store. This will permit the passersby 
to get a view of all your appli- 
ances, not merely the few that could 
be crowded into the present windows. 
It is almost unnecessary for us to 
say you should have not only the 
most efficient, but the most unique 
interior lighting fixtures in your 
store. This will not only assist in 
the selling of domestic appliances, 
but will act as a challenge and an 
object lesson to all other retailers 
within your territory. It should 
prove to be a useful aid to your 
sales force in selling this class of 
merchandise. : 

You have probably noticed that in 
the modern store of today every ef- 
fort is made to provide an unob- 
structed view of as much of the 
interior as is practical. Where good 
practice demands a certain degree of 
privacy, that is deliberately attained 
by the use of high fixtures, enclosing 
the desired space. But, in the rest of 
the interior, low fixtures are used. 
With that thought in mind, we have 
suggested the elimination of all high 
fixtures and none is encountered as 
you enter the store, until you come 
to the cashier’s cage (which is an 
iron grill one) on the right hand 
side and the glassed office in the rear 
on the left hand side. Even the gen- 
eral office is open to view, as the 
counter over which Mazda lamps, etc., 
will be sold is only of regulation 
height. It is suggested that the sales 
manager’s office should be an open 
office, as shown, in order that he may 
have under his eye, at all times, the 
entire selling floor. 


An outstanding feature of the sug- 
gested plan is its mobility. The only 
permanent fixtures are the office fix- 
tures. The selling fixtures consist of 
four all glass floor cases located in 
the center of the store, directly in 
line with the front entrance, and two 
2 ft. by 6 ft. and one 2 ft. 6 in. by 6 ft. 
tables. We consider this an advis- 
able arrangement because of its 
adaptability to meet any changes that 
conditions might require and its 
economy in doing so. This leaves 
both side-walls free for the display 
of major appliances and portable 
lamps. If you decide, in the future, 
to add a line of fixtures, this could 
easily be done on one side or the 
other without disturbing the present 
arrangement. We have suggested 
the use of a half dozen comfortable 
chairs in order that customers may 
be at their ease while selecting mer- 
chandise. 


Change Displays Frequently 


The most valuable selling space in 
the store, aside from the show win- 
dows themselves, will be the “‘island’’ 
of show cases. These should be 
carefully dressed and the displays 
frequently changed. Timeliness is 
one of the most effective aids in dis- 
playing merchandise. 

We could suggest a more elaborate 
arrangement of this interior, but we 
have kept in mind your desire to 
make these changes as economically, 
but as efficiently, as possible. No 
mere arrangement of fixtures, how- 
ever, will bring the desired results 
unless an attractive appearance is 
obtained throughout. We would 
suggest, for example, that the entire 
floor open to the public should be 
covered with a cemented inlaid lino- 
leum, in harmony with tie purpose 
intended. There are any number of 
attractive patterns on the market 
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today, such as a large block tile ef- 
fect, etc. Modern store equipment 
runs very strongly to the walnut. 
This color scheme provides probably 
the most effective background for the 
display of nearly all sorts of mer- 
chandise and is especially adaptable 
to the sort of merchandise which you 
will be offering for sale. We would 
suggest, therefore, that the matched 
sheeting covering the walls at the 
present time, to a height of seven 
feet, should be refinished to har- 
monize with the portable fixtures. 


Lighted Lamps Show Best 


As for the overhead and dispiay 
case illumination, you will naturally 
use the most advanced type. In the 
selling space this overhead illumina- 
tion should not be too bright because 
your portable lamps should be lighted 
and they look best under a sundued 
light. By placing some of them ad- 
jacent to the appliances for sale there 
will be all the light that is necessary 
for prospective customer inspection. 

On the table placed between the 
cashier’s cage and the sales man- 
ager’s office, we advocate the use of 
seasonable appliances, such as fans 
in the hot weather, heaters in the 
fall, etc. These tables, by the way, 
should have linoleum tops and be 
covered with velvet, velveteen, felt or 
canton flannel. The other two tables 
should be similarly covered and util- 
ized for the display of table and 
boudoir lamps. Incidentally, an es- 
pecially attractive table lamp should 
be shown on each of the four corners 
of the “island” of show cases. 

If there is any further infermation 
or suggestions in regard to this lay- 
out that you desire, please call upon 
us and we will be very glad vc assist 
you in any way possible. 

Cordially yours, 
Editors, Electrical Merchandising. 
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Recommended plan which Mr. Ryan ex- 
plains in detail. This layout will stim- 
ulate “reminder buying” by the arrange- 


ment that routes store traffic past dis- 
plays. The space devoted to selling has 
been greatly expanded, 











Electrical Dealers Who Are Making Money—XXIII 


Nash’s Customers Don’t Ask Price 


Albuquerque, 


N. M., 


Contractor - Dealer 


Makes Money 


Consistently from Business Built Strictly on a Quality and 
Service Basis—Does Not Go After Competitive Price Business 


UT where the frontier began, 
and still is; out in the land of 


mesas, buttes, pueblos and big 
sombreros; the land of stop-overs for 
movie kings and queens—that is to 
say, in Albuquerque, New Mexico, 
there is an electrical shop that takes 
rank right alongside of the many 
other notable things and places of the 
interesting Southwest. The shop is 
owned by M. Nash, himself a pioneer 
in New Mexico and for appearance 
and money-making, it takes a place 
with, if not ahead of, the leading 
shops in other cities old enough and 
large enough to be Albuquerque’s 
grandfather. 

Mr. Nash’s shop—the Nash Elec- 
tric Supply Company—does an an- 
nual volume of about $40,000. This 
is divided among wiring, motor in- 
stallations and repairs, appliances 
and lamps. Wiring and motor re- 
pairing are the leading lines, with 
lamp sales amounting to $5,000 a 
year and appliances slightly better. 
The reason that appliances do not 
run into larger figures is that the 
shop does not go in so much for the 
larger equipment, such as washers 
and cleaners. 


No Merchandise Ever Sold 
Below List Price 


The reason that this volume repre- 
sents an exceptionally wide margin 
of profit is that not a thing, either 
in service or merchandise, is sold 
below list price. How it is possible 
for the company to maintain list 
prices throughout is an enlightening 
part of the story. 

In order to appreciate the methods 
used by Mr. Nash in establishing his 
business on such a basis, it is neces- 
sary to know something of the man. 

M. Nash opened his first shop in 
Albuquerque nearly twenty-five years 
ago. Starting in business in a raw 
country where service and quality, 
not price, were the big things in a 
transaction, he grew to despise any- 


thing that savored of cheapness. 


By RUEL McDANIEL 


Being a disciple of good merchandise 
and service well performed, he 
secured his customers on that basis. 
With the city taking its place in 
modern commerce and industry, mer- 
chandising plans, as employed by 
many, have changed; but not those 
of M. Nash. Twenty years ago, 
when a customer wanted a wiring 
job done, or an electrical unit re- 
paired, he didn’t ask the price; he 
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merely asked if it could be done, 
and when. It is the same today, 
whether the customer is an old one 
or comes to the shop for the first 
time; for the reputation of the com- 
pany is well known. 

Mr. Nash has established a reputa- 
tion for service and quality through 
personal effort and his work for the 
electrical industry. He gets new cus- 
tomers, not so much through appeal- 
ing to the individual prospect, as he 
does by going to the whole public 
with reasons why electrical units 
should be better—reasons why more 
thought and money should be devoted 
to the electrical equipment of homes 
and business buildings. He appeals 
to business men through close con- 
trct as an active member of the local 
Rotary Club, as a member of the 
Chamber of Commerce and his activi- 
ties in other civic and commercial 
organizations. 
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As an example of how he sells the 
city on proper electrical equipment, 
he recently spoke before the Rotary 
on the need for careful inspection of 
all electric wiring and installations 
and appealing to business men to get 
together for a stricter ordinance that 
will insure the city safety against 
cheap wiring. He talked strictly 
from the standpoint of a citizen as 
interested in the welfare of his town, 
not as a contractor with wiring to 
sell. But it let those know who were 
not firmly convinced before that Nash 
was a man who knew wiring and 
would do it as it should be done. 


Spends Much of His Time 
for the Industry 


In fact, more of his time is spent 
in working for the industry as a 
whole, than for his individual busi- 
ness—in mixing with business men 
in general rather than in calling on 
specific prospects for electrical con- 
tracting. He spends much of his 
time out of his office in this manner. 

“TI believe I am safe in asserting 
that we do seventy-five per cent of 
the motor installation and repairing 
in this district,” declares M. H. 
Sweet, manager of the store. “Mr. 
Nash’s activities in the matter of 
taking part in civic affairs, where 
he becomes intimately acquainted not 
only with the business men already 
here but those who move here, is a 
big factor in the building of this 
motor business. 

“Of course we have a fine motor 
repair man, who is a big factor in 
giving the proper service on repairs; 
and we get out and call upon prospec- 
tive motor buyers in person when we 
hear of new installations to be made ; 
but Mr. Nash’s reputation for prope! 
workmanship in all kinds of electrica! 
installations and repairs is the re«! 
thing back of our success in getting 
this business, I think.” 

In order that customers who 
patronize the company regularly may 
get motor-repair service when they 
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need it, the shop has a repair man 
who is subject to call at any hour 
of the day or night; and the regular 
customers know how to reach the 
man quickly at night. When busi- 
ness men get service like this in a 
small city, they naturally don’t worry 
about the price they pay for it, 
especially if the repairs they get 
stand up. 

The company stocks motors, and 
the sale of new motors runs into 
considerable money in the course of a 
year; but as Mr. Sweet explains it, 
there is more real profit in the in- 
stallation of a new motor than in the 
bare sale of it. “So,” he point out, 
“we always get the installation job 
whenever we sell a new motor, thus 
assuring us of a double profit from 
a single sale.” 


“We Do Not Compete With 
Curb Contractors” 


In securing wiring contracts, the 
shop seldom offers a bid where it is 
known that the job is to be let upon 
a competitive price basis. ‘We do 
not pretend to compete with curb 
contractors,” says Mr. Sweet, “and 
when we know that the lowest bidder 
is to get the job, we do not even 
take the time to prepare a bid. This 
means that we let a lot of the small 
home jobs go without making any 
serious attempt at getting them. 
The type of customer whom we cater 
to is the one who is building a home 
of better than the average price and 
quality and who has the money to put 
into things which will make his 
house a better home. 

“We get to prospects like this well 
in advance of the time the wiring 
contract is to be considered, and we 
talk the idea of setting aside a 
specific per cent of the cost of the 
house for electrical wiring and fix- 
tures. Inducing them to do this, we 
then sell them on the idea of turning 
over the sum thus set aside and 
allowing us to use our best judgment 
in the way it should be spent; with 
the understanding, of course, that 
our plans are approved by the owner. 

“If the contractor waits until the 
owner has contracted for about all 
that he can afford to spend on his 
home to approach him with quality 
wiring and fixtures, very likely he is 
going to be left out in the cold; for 
the small home-builder, especially, is 
likely to obligate all of his cash to 
the building of the house and over- 
look the matter of wiring and fix- 
tures until his money is all gone. It 
is not out of the ordinary to see a 
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man build a five-thousand dollar 
house and expect to get it wired— 
and fixtures for it—for about fifty 
dollars. Such men must be worked 
on, in person, before they have 
obligated all their money for furni- 
ture and niceties for the new house.” 

The shop does not sell on the in- 
stallment plan, either wiring or ap- 
pliances; and no specialty salesmen 
are used in placing appliances. 


Co-operates With the Public 
Service Company 


Instead of the company taking 
offense at the public service com- 
pany’s efforts at placing appliances, 
it co-operates with it. ‘There is no 
use in feeling offended if the concern 
sells appliances on easy terms and 
puts high-powered salesmen in the 
field,” Mr. Sweet argues. “They 
must sell the appliances in order to 
increase their load. You can hardly 
blame them for that. Instead of get- 
ting at outs with them, we work with 
them a great deal. They help us a 
lot, too, in the way of carrying our 
stocks. Often their advertising and 
selling pressure creates a desire on 
the part of our customers for certain 
articles, and they come to us for 
them. Maybe we don’t have the 
articles in stock; but if we haven’t, 
we can go to the electric company 
and get anything we want, at a 
liberal discount. Thus they save us 
from having to carry several items 
in stock that would prove slow sellers, 
and at the same time they give us 
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the chance to take advantage of any 
demand on the part of our customers. 
Whatever extra profit we would make 
by buying direct in larger quantities 
would be more than eaten up by the 
slowness of turnover. The public 
service company will do a lot for the 
small dealer-contractor, if it is ap- 
proached right, we find.” 

The shop does not hold special sales 
of merchandise. Buying is done in 
conservative quantities, yet not so 
small that sales are lost for lack of 
assortment. Everything stocked is 
marked at regular list price and the 
price remains there until it is sold. 
If an item does not move properly, it 
is placed on one of two special tables 
conspicuously on the sales floor and 
in that way they generally move out. 


Special Sales Have Not 
Proved Successful 


“We have tried special sales, but 
somehow they don’t seem to sell stuff 
for us,” Mr. Sweet declares. “It is 
not that specials are not prominent 
in this city either, for there are drug 
stores and hardwares that feature 
electrical items as leaders often. 

“The last special we tried was a 
well-known iron. We cut the price 
to the point that we had no profit 
left, and advertised it. People did 
not call for it. Then we put the 
price back up to full list, put it out 
on our tables, again advertised it, not 
as a special but as a regular stock 
item, and we soon cleared out the 
irons. 
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The Nash Electric Supply Company, 
Albuquerque, New Mexico, has built up 
“a reputation for quality merchandise 


and good service. The company makes 
no effort whatever to get business on 


a competitive-price basis, and rejects all 
requests for such’ estimates. Nash's 
client@le is of sufficiently high grade 
that what is expected of him is service 


and not price. 








~Selline More Appliances 
Per Wired Home—IlI 


@ Better Merchandising Methods Needed. 


@ Larger Profits Result From Controlling Costs. 
@ How a Neighborhood Electrical Merchant Succeeded. 
@ Doing a $25,000 Business on a 10 per Cent Profit. — 


HE annual sales of electrical 
appliances in this country at 


the present time total about 
$10.88 per wired home. This is too 
low. It has been suggested, as a 
realizable quota, that appliance sales 
should equal the sales of energy per 
wired residence. This would raise 
the annual appliance sale per wired 
home to about $25. How can this 
be brought about? 

The answer, in one word, is profits. 
Profits for the agency that must do 
the distributing—the retailer. Dis- 
tribution is effective in proportion to 
the number and the efficiency of the 
consumer contacts. Efficient elec- 
trical merchandising will produce 
profits and these in turn will attract 
a sufficient number of merchants to 
build up the annual sales to the quota 
set. 


Efficient Merchandising Means 
Waste Elimination 


Would increased margins to the 
retailer result in increased profits 
and a greater distribution? Prob- 
ably not, and almost certainly not if 
they resulted in increased prices to 
the consumer. What does efficient 
merchandising mean then? Simply 
the elimination of waste in retailing. 

To bring about this result we need, 
first, to have a knowledge of our 
costs, secondly, to control our costs 
or expense of doing business. Gen- 
eralities such as the foregoing, how- 
ever, are not as helpful to the 
thoughtful electrical merchant as ex- 
amples of retailers who are today 
controlling their costs and producing 
profits. - 

In the November issue of Elec- 
trical Merchandising we discussed 
the operation of H. C. Price in the 


Davis company, a department store 
of Chicago, who is selling a half 
million dollars of electrical appli- 
ances at an expense of 15 per cent 
or less. 

In this issue we introduce to you 
W. H. Woodward, who has built up 
a prosperous appliance business in 
less than four years’ time. 

% * 

Who is Woodward, where is he and 
how did he get that way? First, 
Vl tell you what I think he is: A 
living challenge to the electrical ap- 
pliance dealer who is not making 
money! He is another answer to 
“Selling More Appliances per Wired 
Home.” 

“Bill” Woodward is 39 years of 
age. He is an electrical appliance 
dealer, an ex-specialty salesman, and 








June, 1922: Capital: $1,000 
(half of it borrowed.) Store: 
eight feet by twenty, with g 
workroom eight by forty. 
Stock: Four second-hand 
washing machines. Em- 
ployees: One (himself) 

September, 1925: Wood- 
ward Washing Machine Com- 
pany, Inc. Capital: $50,000. 
Store: thirty-seven by one 
hundred feet, with basement. 
Stock: Washing machines, 
cleaners, portable lamps, 
small appliances, etc. 


Employees: Three sales- 
men, one accountant and two 
assistants, seven men in the 
shop, and himself. 

That’s the story of W. H. 
Woodward in tabloid form. 
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his place of business is in Detroit. 
He.is a hard-working merchant and 
he has been successful because he is 
« hard worker and never deviates 
from a policy of courtesy and service 
to his customers. He will sell close 
to a quarter of a million dollars 
of electrical appliances this year, 
mostly washing machines, and he will 
net ten per cent on his sales. I say 
he will net because he is netting that 
much and knows how to conserve his 
profits. 

Mr. Woodward was an electrical 
appliance specialty salesman before 
he went into business for himself. 
The index finger of his right hand 
is off at the second joint. “Bill” 
says he wore it off punching door 
bells! But he had to give that up 
when his legs gave out and he could 
no longer go from door to door. It 
never occurred to him to quit. He 
was married, had a family; knew 
the appliance game and had faith 
in it. 


Made Profit from Selling 
Second-Hand Machines 


He purchased a_ second-hand 
washer from a dealer for whom he 
had worked, on fifteen days’ time. 
He tinkered it into shape but his 
legs were so bad at that time that he 
had to fix the machine on his knees! 
But he fixed it, put an “ad” in the 
classified columns of a newspaper 
and sold it at a profit within ten 
days. This was his start. He went 
to another dealer and _ purchased 
three more second-hand machines on 
thirty days time. Before the first 
fifteen days were up, he had repaired 
and sold one of the three machines 
and promptly met his obligation to 
the first dealer on the due date. He 
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repaired, advertised and sold the two 
remaining machines before the ex- 
piration of the thirty-day period and 
had purchased others. He had found 
the way out. 

When the thirty days were up, he 
paid for the three machines. From 
the very start, he appreciated the 
importance of his credit standing 
and has jealously guarded it. He 
takes his cash discounts because he 
earns them by paying cash promptly 
on the discount date. This busi- 
ness in second-hand washing ma- 
chines advertised through the clas- 
sified columns of the newspapers 
continued to prosper. Before long, 
he outgrew his basement and decided 
he needed a store. This brought up 
the question of location and he solved 
that very simply and very cleverly. 

“The first thing to do,” says “Bill,” 
“ig to locate your business on a street 
that everyone in town knows. You 
may not be able to afford the rent 
down town but get on that street. 
You will not only secure the benefit 
cf the increased traffic but people 
who have read your ‘ads’ will remem- 
ber your location if you are on a 
well-known street and in these days 
of the motor car it is not difficult 
for them to find you.” 


Located Four Miles from 
Business Center 


Now it just happens that Detroit’s 
principal thoroughfare is Woodward 
Avenue. It was not named after 
“Bill”; it was there first. This ap- 
pealed to Mr. Woodward as a suit- 
able location, but after much pros- 
pecting he finally located on Grand 
River Avenue, one of the principal 
streets, and in a rapidly expanding 
neighborhood of middle class homes. 
He is approximately four miles from 
the center of the down-town retail 
district. A phonograph dealer had 
a store there, sixteen feet front by 
sixty deep, and Woodward sublet 
half of it. He partitioned off a space 
twenty feet deep for a salesroom and 
used the remaining forty feet for 
workroom and storage. It was de- 
cidedly more workroom than storage, 
however, because his entire stock at 
that time consisted of just four 
second-hand machines. This was in 
June, 1922. A year later, he leased 
the entire store and as his business 
continued to grow, he moved into his 
present location, only a few hun- 
dred feet away, this summer. 

He has a well-located store, and an 
attractive one. The merchandise is 
well arranged and well displayed. 
Today you will not only find washing 
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Starting with small space sublet from a 
phonograph dealer, Woodward has built 
up a good business with an attractive and 


well-arranged store. At first, he handled 
only washers; now he has refrigerators, 
ranges, vacuum cleaners, lamps, ete. 





machines there but electric refrig- 
erators, ice refrigerators, gas ranges, 
electric ranges, oil stoves, vacuum 
cleaners, portable lamps, and a great 
variety of small appliances. He does 
not carry radio. 

‘Analyzing Mr. Woodward’s success 
as a merchant you are impressed 
with the fact that he has done noth- 
ing new, nothing unusual, nothing 
every other electrical appliance mer- 
chant couldn’t do if he really wanted 
to. But he has carefully avoided do- 
ing many things many other appli- 
ance dealers do. 


Necessity Taught Him How 
to Use Money 


Mr. Woodward says he has learned 
as he grew, but I note that from the 
very first, he has paid careful atten- 
tion to his credit standing. Neces- 
sity taught him how to use money. 
Here is a typical example: Shortly 
after opening his first store he pur- 
chased an electric drill, upon which 
there was a campaign at the time. 
Unable to secure a discount from the 
campaign price for a cash payment, 
he bought it on monthly payments. 
He put the difference to work and 
each month purchased a vacuum 
cleaner and even paid for his coal. 
He kept track of these operations 
and by the time the drill was paid 
for he found he had made a profit of 
$265 from the use of this money! 
How many merchants figure to such 
a point? 

Apparently, he has learned what 
many merchants never learn, that 


controlling costs produces profits. 
He says, “I never create an expense 
in advance. We've got to need a 
thing several times before we buy 
it.” And yet he is far from par- 
simonious. For example, in his first 
newspaper display campaign he con- 
tracted in advance for, and spent, 
ten thousand dollars! 

Mr. Woodward’s store is not lo- 
cated in the “high rent district.” As 
! stated before it is located four 
miles from the retail center of De- 
troit. His total occupancy charges 
are only 1.8 per cent of his retail 
sales. It is a “neighborhood store.” 
Every one of the larger cities in the 
country has several of these neigh- 
borhoods. Yet he has customers in 
cvery section of the city and even of 
the county. That is because he keeps 
cpen evenings. Therein lies the 
great advantage the outlying store 
possesses over the downtown store— 
an advantage in his case, dollar for 
dollar of rent, that more than offsets 
the larger daytime traffic of a down- 
town location. 


Does 75 per Cent of Business 
in Evenings 


Since he opened his first store in 
June, 1922, it has been open every 
evening, with the exception of Sun- 
days and holidays, but two. Seventy- 
jive per cent of his business is done 
an the evening! This enables the 
“head of the house” to bring her hus- 
band along when she is shopping for 
an electrical appliance, and every 
merchant and salesman knows how 
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much easier it is to close a sale un- 
der such circumstances. And as they 
go for their evening ride, the auto- 
mobile makes the whole city your 
“neighborhood.” 

It is, however, in the method of 
his advertising, the variety of appeal 
of his merchandise and his sales pol- 
icy that Woodward differs from the 
majority of electrical merchants. 
These have been the largest factors 
in building his successful business. 

He still continues his use of the 
classified columns for the disposal of 
“trade-ins” and otherwise used ma- 
chines. He makes a fair allowance 
for a trade-in—that is an allowance 
that is fair to himself as well as to 
the customer. He is thus enabled 
to resell these machines at a price 
that covers his repair, selling, and 
other expenses. 


Handles Twenty-Seven 
Different Makes 


He does not confine himself to one, 
or even one of a type, in his spe- 
cialty, washing machines. I counted 
thirty-four different machines on his 
floor, representing twenty - seven 
manufacturers. He has an ingenu- 
ous explanation for his policy in this 
respect: “When I have thirty-four 
different kinds of washers on the 
fioor, I figure I have thirty-four 
times as many chances of selling a 
customer as the fellow that only has 
one. Or, turning it around, he has 
to be thirty-four times a better sales- 
man than I am.” That’s something 
to think about. 

This mass of machines does not 
mean, however, an abnormally low 
turnover of stock. He has an appre- 
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ciation of the importance of turn- 
over. In 1923, he turned his stock 
eighteen times and in 1924 ten 
times. Carrying this great variety 
of makes, he is forced to buy in small 
quantities as a measure of safety and 
purchases on a retailer’s, not a job- 
ber’s, discount. 


Salesmen Earn Over 
$5,000 Annually 


He has thirteen employees at the 
present time, but only three of this 
number are salesmen. The sales- 
men’s individual earnings exceed 
$5,000 each annually. 

Each salesman receives a nominal 
weekly salary and a straight three 
per cent commission on everything 
in the store, with the exception of 
repairs. The salary is designed to 
take care of the latter class of sales 
and the necessary time devoted to 
keeping the merchandise in attrac- 
tive condition. His total selling 
expense, therefore, including de- 
livery, will be less than 7 per cent 
of his retail sales. This is because 
he does no outside selling! Leads 
originating in the store are followed 
up on the telephone and even by per- 
sonal calls when possible, but there 
is no door-to-door stuff, no campaign 
ballyhoo, none of the expensive 
“high-pressure” selling. Every cus- 
tomer (but it must be a customer) 
is encouraged to furnish leads not 
only through fair dealing and cour- 
teous service but through the pay- 
ment of $5 if a machine is sold. 

Appliances are sold to people who 
are interested in buying appliances 
and who come into the store because 
of that fact. Mr. Woodward does not 
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Wossdwaed'’sa atore ia aot located in the 
“high-rent” business district. It is fully 
four miles from the retail center of 


Detroit, yet he has customers in every 
section of the city. This is partly due to 
the fact that he keeps open evenings. 
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even give “free trials.” The cus- 
tomer, however, has the privilege of 
selecting any machine in stock and if 
not satisfied, returning it and select- 
ing a different one. With thirty- 
four machines Mr. Woodward feels 
he can satisfy anyone. 

While we are on this subject of 
compensation, I might mention the 
seven shop men. The men on the 
delivery truck are, of course, in- 
cluded in the seven. Mr. Woodward 
states that paid service and the in- 
creased price received on recondi- 
tioned trade-ins virtually maintain 
this branch of the business. 

Mr. Woodward’s advertising policy 
is founded on the same reasoning 
that governs his carrying such a 
large number of machines. “I am per- 
tectly willing to let the other fellow 
tell how good his machine is. We 
don’t even mention all the machines 
we carry when we advertise. We 
just say the Woodward Washing Ma- 
chine Company has the machine you 
want and they are. impressed with 
that fact the minute they step into 
the store.” 


Publicity 7.5 per Cent 


of Sale 
Mr. Woodward is an aggressive 
advertiser. His total publicity 


charges amount to 7.5 per cent of 
his retail sales. 

In conclusion, I submit that the 
contributing causes to Mr. Wood- 
ward’s success are the very things 
that will assure the permanence of 
that success—industry, courtesy, and 
economy. 

He. has eliminated the wastes that 
are inevitably attached to every in- 
discriminate outside selling effort. 
He has eliminated the wasteful effort 
cf concentrating on one appliance, 
for as surely as no one agency can 
supply the needs of a community 
neither can any one device do so. 

Operations such as those of Mr. 
Price and Mr. Woodward lead the 
way in transforming electrical ap- 
pliances from specialties into staples. 
As staples they can be distributed at 
a lesser expense to both manufac- 
turer and retailer, at a lesser cost 
to the consumer and at a larger net 
profit to the distributor. 

That will result in selling more 
appliances per wired home. 

* * %*% 

This is the second of two articles 
by S. J. Ryan conveying the experi- 
ence of practical merchandisers in 
reducing selling costs and increasing 
sales. The first article on the Davis 
store appeared last month. 





» 6 


of 
l if 
ct- 
ty- 
els 


of 
the 
the 


ard 
in- 
di- 
ain 


icy 
ng 


er- 
OW 
Ne 
1es 
Ve 
la- 
ou 
ith 
ito 


ve 
i 
of 


he 
d- 
gs 
of 
nd 


at 
n- 
Abs 
rt 
e, 
an 
ty 


iv. 
he 
p- 
1S. 
at 


st 
et 


re 


League Lighting Bureau Sells 


More Outlets per Job 


Salt Lake City Has Made Its Better Lighting Campaign Permanent and in Year 
Increases Lighting Company Revenue $25,400 and Contractor Revenue 
$25,136 from Remodeling Jobs 


NE of the earliest community 
() ovement toward better light- 

ing was inaugurated in Salt 
Lake City some three years ago, 
when a campaign for the widespread 
introduction of better lighting in 
mercantile establishments was under- 
taken under the joint auspices of the 
power company and the local elec- 
trical contractors. At this time the 
formation of a neutral Lighting 
Service Bureau, made up of the local 
representatives of the various lamp 
companies and prepared to give free 
advice was announced and made the 
central feature of the drive. A 
survey of the entire business district 
of the city was made and a campaign 
for the improvement of lighting con- 
ditions pushed, with excellent results 
from the standpoint of the number 
of jobs handled. 
’ So favorably was the neutral Serv- 
ice Bureau accepted, so many mer- 
chants availing themselves of its 
services, that the local industry made 
this institution permanent. As now 
constituted, it functions under the 
auspices of the Rocky Mountain 
Electrical Co-operative League. The 
active work is in the hands of L. B. 
Gowan and his assistants, under the 
immediate supervision of a com- 
mittee composed of the representa- 
tives of the lamp 


By C. GRUNSKY 


Mr. Gowan, who had charge of the 
original lighting campaign and has 
been associated with this work from 
the beginning, is recognized as an 
authority in this field and his advice 
is personally sought by those about 
to revise their lighting or to under- 
take new work. No advertising is 
done, as it is thought that an owner 
would grow suspicious of the advice 
offered, if he felt that an effort was 
being made in a roundabout way to 
sell him more equipment or more 
lighting than actually required. It is 
left to him to make the request for 
the services of the Bureau. 


Close Contact Maintained with 
Building Interests 


Many of the requests come in 
purely voluntary fashion because the 
owner himself knows of the work the 
Bureau has done, or because it is 
recommended to him by friends. In 
other cases, the builder or architect 
advises having the lighting checked 
over before the installation is made. 
Close contact has been maintained 
throughout with the building in- 
terests of the community, so that the 
work of the Bureau is familiar to 
probably all engaged professionally 
in the building trade. These men 
have learned to respect and trust the 


judgment of such lighting surveys 
and with the exception of some few 
who themselves like to pose as light- 
ing experts, are glad to pass this 
phase of their task over to the Light- 
ing Service Bureau. 

An effort is continually being made 
by power company salesmen and elec- 
trical contractors to extend good 
lighting to stores and factories which 
are inadequately illuminated; and 
where such a sale is made, the logical 
sequence is to advise the convert to 
call upon the Lighting Bureau for 
advice. Indeed, the contact usually 
is made at an earlier stage in the 
transaction, for the owner is per- 
suaded to request an analysis of his 
lighting conditions from the Bureau. 
This analysis is made with great 
care, with the use of accurate record- 
ing instruments and detailed inspec- 
tion of the requirements of the busi- 
ness and the present illumination. 

A report is then drawn up in 
official form, with blue prints at- 
tached, pointing out the advantages 
and weaknesses of the installation as 
it exists and recommending certain 
standards and types of lighting to 
meet the various requirements of the 
particular concern. These recom- 
mendations are couched in  non- 
technical language, with careful 

avoidance of all 





companies, who in 





turn, report to the 
League Council. 


AMPAIGNS are good but 


show that for the same year, 


such phrases as 
““watts - per - 
square-foot” and 





All reports are 


‘made and -advice 


given in the name 
of the Electrical 
League, asa purely 
neutral advisory 
Service which the 
local electrical in- 
dustry as a whole 
is rendering to 
the community. 








steady, permanent follow-up 
is better. The Rocky Mountain 
Co-operative League at Salt 
Lake City established a perma- 
nent consulting service on light- 
ing problems as a follow-up to 
a better lighting campaign. 

In 1924, this lighting service 
bureau handled 151 remodeling 
jobs and recommended 3,789 
more outlets than the original 
plans called for. The records 


lighting company revenue was 
increased $25,400 from remodel- 
ing jobs and that contractors 
received an increase of $24,136 
over the original estimates on 
remodeling work due to this 
League activity. 

The first six months of 1925, 
this bureau planned  seventy- 
three jobs and closed fifty-one 
jobs with 3,468 outlets, an aver- 
age of 68 outlets per job. 
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the like, and, of 
course, are purely 
neutral, no partic- 
ular makeof equip- 
ment being recom- 
mended under any 
circumstances. 
Although no di- 
rect advertising is 
done, careful at- 
tention is paid to 
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all new building initiated and an effort 
is made to make contact with the 
owner or builder indirectly. Usually 
a telephone call to some one of the 
firms supplying material for the job 
will bring about a recommendation 
from that source to the owner that 
“perhaps he ought to have his light- 
ing plans O.K.’d by the Lighting 
Bureau” before going ahead. In 
many cases, the work has been placed 
in the hands of the Lighting Bureau 
from the start, but occasionally the 
task has become that of revising 
other recommendations. The Bureau 
has numerous cases on record where 
it has doubled the original wiring 
estimate for a new commercial or 
industrial building. 


Lighting of Civic Affairs 
Supervised 

In addition to its industrial work, 
the Lighting Bureau has maintained 
general supervision over the lighting 
of affairs of a general civic interest. 
A yearly outdoor rendering of the 
oratorio “Creation” at the state uni- 
versity has been changed from a 
purely musical event with makeshift 
lighting to a beautiful spectacle flood- 
lighted and with special effects which 
attract much favorable comment and 
interest. Services of this nature call 
attention to the work of the Bureau 
and bring in other requests for 
information. 

A recent development of the work 
is the establishment of a department 
on Home Lighting under Miss Mary 
Dooley, a university graduate and an 
expert in home lighting and interior 
decoration. Her task is to interest 
prospective home builders in up-to- 
date illumination and to go over, 
‘with them, the plans of their homes, 
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presenting model blue prints of sug- 
gested wiring and lighting layouts. 
This is an entirely new field, both in 
the industry and in the community— 
and Miss Dooley has had to find her 
own methods of approach. 

Record is kept of building permits 
and these are used as a basis for 
operations. Inasmuch as publication 
of these is often somewhat delayed, 
it has been found advisable to follow 
up this listing by personal observa- 
tion. If ground is being broken for 
a new home, Miss Dooley finds it 
possible to investigate and to learn 
from the foreman or others who is 
handling the work. This is followed 
by a call on the owners. 

Where possible, Miss Dooley first 
calls upon the man of the house at 
his office and permits him to make 
an appointment for her to meet and 
talk with his wife. This pleases the 
man and also insures his later co- 
operation when the question comes 
up for family conference. It also 
affords a better approach to the 
housewife, who finds herself in the 
position of one who has asked for a 
favor, rather than conferring one. 


Combines Good Decorating 
with Good Lighting 


The housewife explains her own 
ideas of lighting and the blueprints 
are gone over and later left in Miss 
Dooley’s hands. In many cases, she 
is able to correct the unwise arrange- 
ment of lights or to suggest advan- 
tages of convenience outlets and to 
bring about changes even when a 
formal recommendation is not de- 
sired. She has selected attractive 
prints from home magazines which 
show examples of correct lighting in 
artistic backgrounds and has mounted 
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these on uniform cards. These make 
especially effective arguments and as 
a rule are more satisfactory than the 
photographs available from _ local 
homes, as they represent good in- 
terior decorating as well as good 
lighting practice. 

Advantage was taken of Better 
Homes Week to outfit the demon- 
stration home with model wiring. 
This was not advertised in any way 
as an electric home, but merely as 
an example of modern practice in 
home outfitting from all angles. Miss 
Dooley supervised this work and in 
this way made many contacts with 
the women furthering the movement, 
as well as with those who visited the 
home. 


Has Prepared Wiring Plans for 
28 Homes in 3 Months 


The Bureau, at the present time, 
has all the work which it can handle. 
The industrial work already calls for 
the full time of one draftsman in 
addition to the services of Mr. 
Gowan, and could probably absorb 
further assistance. As for Miss 
Dooley, she handles the entire work 
of her department and is able to 
handle about fifteen homes a week. 
This number is purely limited by her 
time and could be extended indefi- 
nitely while the building season 
lasts. In the winter, it is expected 
to take up educational work with the 
women’s clubs and otherwise to pre- 
pare the field for next year’s work. 
In three month’s time, complete wir- 
ing plans for twenty-eight new 
residences have been furnished and 
thirty-nine additional consultations 
have resulted in additional outlets 
being installed. 

An idea of the importance of the 























The Lighting Service Bureau, operating 
in Salt Lake City under the auspices of 
the Rocky Mountain Co-operative League, 
has done such effective work in providing 


adequate lighting and improving existing 
installations, that its services are in 
great demand, requests coming in from 
all sections of the country. The two 


scenes above show the difference in light- 
ing when the Bureau’s suggestions «ure 
adopted. Lighting like this hag a real 
dollars-and-cents value, 
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Bureau’s commercial and industrial 
work from the standpoint both of the 
return, to the power company and 
the local contractors is seen in the 
figures for the past year, which in- 
dicate that the increased revenue to 
the power company through the 
added wattage in remodeling jobs 
alone due to the bureau’s activities 
amounted to $25,400 annually, while 
the increased revenue to the con- 
tractor was $25,136 in the same 
period. The number of remodeling 
jobs handled amounted to 151, the in- 
creased outlets recommended, over 
and above those already contemplated, 
numbered 3,789. 

The following list of stores and 
shops whose lighting was revised on 
recommendation of the Bureau in- 
dicates the wide scope of the 
activities: 

Drug stores, 8; Furniture, 3; 
Jewelry, 4; Baking, 1; Stationery, 1; 
Electric Appliance, 1; Grocery, 1; 
Offices, 12; Floral, 1; Hardware, 3; 
Trunk, 1; Clothing, 7; Candy, 1; 
Women’s Apparel, 1; Auto Acces- 
sories, 1; Shoe, 1; Auto Distribution, 
2; Auto Service Station, 9. 

This does not include new jobs, of 
which quite a number were handled. 

In addition to the above, fifteen 
consultations on store, office, school, 
and church lighting were made which 
resulted in improvement to the exist- 
ing lighting installation. 

This work is not confined to Salt 
Lake City, requests coming in from 
all sections of the country, some of 
them completely beyond the jurisdic- 
tion of the League. Thus a set of 
blueprints and a request for advice 
was received from Portland, Oregon, 
and another from Kansas. These are 
answered and the individuals served 
so far as the long distance diagnosis 
renders possible. Branch officers are 
being established in other sections of 
the Rocky Mountain district based on 
the same principle as that in Salt 
Lake City. 
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Everybody gains through the activity of 
the Lighting Bureau; the power com- 
pany, the contractor, and the merchant 
whose store or windows have been im- 


proved by better lighting equipment. An 
example of the Bureau’s window light- 
ing is shown above. Imagine this win- 


dow without the special lighting effects. 





Ten Commandments for the 
Electrical Retailer 


The First Commandment—Give 
good display to the goods. A good 
display for electrical wares is the 
first essential to success in selling. 

The Second Commandment — 
Have the electrical goods in fre- 
quent action. If the store is selling 
lamps, see to it that the lights are 
turned on. If the store is selling 
violet-ray outfits see to it that the 
current is turned on whenever 
feasile. 

The Third Commandment—Put 
the goods on the aisle tables or 
counters where they can be picked up 
by customers. Everyone takes more 
interest in goods that can be handled, 
and, of course, the more interest 
folks take, the easier it is to make 
sales. 

The Fourth Commandment—Put 
price tags on the goods in plain 
figures so that customers can see 
just what the goods cost. 





Lighting Service Bureau 





Summary of Activities 


January-June, 1925 


No. Installations 





Months Planned No. Outlets No. Jobs Closed No. Outlets 
free 9 1,070 x 1,154 
thn ay ot EE 13 541 6 273 
Seer 19 419 11 547 
eee eres 8 155 6 109 
eer rere 13 748 5, 328 
a ar 11 808 15 1,060 
| eC ee 138 3,741* 5 3,471* 
Average number of jobs planned per month... 12 
Average number of jobs sceured permonth... 8 


Average number of outlets per job secured... 68* 


*Note—Includes lighting outlets only. 





The Fifth Commandment—See to 
it that the salespeople are thoroughly 
familiar with and appreciate the 
goods, and, perhaps, use the goods 
themselves. A_ little educational 
campaign right at the outset will be 
of immense help in making the 
salespeople achieve higher records in 
sales. No store can expect to suc- 
cessfully sell electrical appliances 
unless employees are enthusiastic. 

The Sixth Commandment—Keep 
appliances looking fresh, clean and 
attractive. Electrical goods that are 
soiled or shop-worn are a liability to 
the store rather than an asset. 

The Seventh Commandment—Get 
something new into stock every now 
and then to create renewed interest 
among customers. If the store only 
handles the same old things all the 
time, customers will lose their inter- 
est in the goods and the store’s busi- 
ness will slump accordingly. 

The Eighth Commandment—Talk 
the newer electrical appliances to the 
store’s regular customers. The more 
the goods are “talked up” to the cus- 
tomers, the more sales there are 
made. 

The Ninth Commandment—Have 
each class of electrical goods located 
in a definite section of the store 
where customers can get accustomed 
to seeing them. 

The Tenth Commandment—Be 
glad you’re handling electrical goods. 
Feel you are doing the community a 
real service in selling electrical ap- 
pliances. Unless you feel this way 
about electrical appliances, you 
can’t expect to make much of a suc- 
cess handling them. 
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ELECTRICAL MERCHANDISING 


The Saleswoman on the Outside 


Selling Job 


that over eighty-five per cent of 
all the buying in this country is 
done by women. Certain it is that 
at least this percentage of electrical 
appliances for the home is purchased 
by the housewife. Why then, are 
not women the logical sex to do the 
selling, as well, of these articles of 
pronounced feminine appeal? A. L. 
Swanson of the Swanson Electric and 
Manufacturing Company, Evansville, 
Ind., has proven to his own satisfac- 
tion that they are. He employs two 
women to every man. 
“We believe that saleswomen have 
a number of distinct advantages” 
says Mr. Swanson. “We have found 
them to be more conscientious, trust- 
worthy, and persistent. Further- 
more, they obtain an entrance to the 
home more readily. The average 
housewife has no hesitancy in admit- 
ting them. We have also decided,” 
he continued, “that they put the 
washing machine through its paces 
in a more thorough and convincing 
manner than a man can. For ex- 
ample, our lady demonstrators will 
hold up a delicate piece of lace 
lingerie and remark—‘Doesn’t that 
look beautiful?’ A man would have 
difficulty with a situation of this 
kind and yet it is just these matters 
of what the machine will or will not 
wash, that the prospect is most 
vitally interested in. We find that 
the lady of the house will invariably 
hold out her more intimate articles 
of apparel—the very things she 
would really like to see washed—if 
a man is giving the demonstration. 


|: IS a popularly accepted saying 


Harder to Obtain and Train 
But Stickers 


“As for the ironer—it is an 
accepted fact that only a woman can 
give a real ironer demonstration. By 
having our sales force well supplied 
with women who can both sell and 
demonstrate either washer or ironer 
we are able to utilize our organiza- 
tion to its best advantage.” 

According to Mr. Swanson a real 
good saleswoman-demonstrator is 
harder to locate than a man but it 
can be done. “It’s just a case of 
keeping your eyes open and working 
your contacts,” states the head of 
this progressive house. “Word of 


mouth advertising has brought in 
our best workers. 





“The women we employ have 
reached the age of mature judgment” 
he continued. “Some of them are 
married and helping to pay for a 
home or put the children through 
school. One of our most successful 
saleswomen is a widow. 

“It takes two or three days longer 
to train a women in the selling and 
mechanical features of our washer 
and ironer, but we are amply repaid 
for the pains we take with them. 


They ‘stick’ once they get the hang 
of i.” 


Ring Doorbells and Dig Prospects 
As Men Do 


If the “leads” give out, Swanson’s 
saleswomen go from house to house 
ringing door bells and digging out 
the prospects just the same as a man 
would. The “star” saleswoman of this 
organization averages four to six 
demonstrations a week and from two 
to three sales. 

The time of these saleswomen is 
divided almost equally between locat- 
ing live prospects, actual sales talks 
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and making demonstrations. Two of 
Swanson’s saleswomen work part 
time only. “Don’t overlook that im- 
portant feature” he says, “You can 
get some excellent women for after- 
noons only and half a day is better 
than none at all.” 


Salary and Small Commission 
Basis 


Most of the women prefer to be 
paid a weekly salary plus the modest 
commission of five per cent for every 
machine sold. On this basis a 
woman earns $35 per week. This is 
about fifty per cent lower than the 
pay of a high-power commission 
salesman for the same volume of 
business. 

It appears, according to Mr. Swan- 
son, to be a woman’s nature to prefer 
the guaranteed salary and small com- 
mission even though she knows she 
can earn more on the straight, but 
speculative, commission basis. 

It takes a woman to demonstrate 
the ironer or the washing machine. 
Swanson has developed their capacity 
for outside selling as well. 

Using the same contact person for 
both jobs saves him approximately 
$14 a machine and ties up these 
closely related steps in a most effec- 
tive and efficient manner. 
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Some of the Advantages 
of Saleswomen: 


They are more conscien- 
tious, trustworthy and _ per- 
sistent, 

Can secure a readier wel- 
come to the home, 

They talk the housewife’s 
own language, 

They know more prospects, 

Will work part time, 

Their compensation is about 
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half that of the “high pres- 
sure” salesman, 

Lower rate of turnover. 

And Their Disadvantages: 

It is hard to obtain the right 
type, 

They take longer to train, 

They will not sell quite as 
many machines as a good 
salesman, and 

Must be handled with pa- 
tience and tact. 
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APPLIANCE SATURATION IN TOWNS AND ON FARMS; UPPER LINE INDICATES PossIBLE SALES AND 


LOWER LINE SHOws ACTUAL CONDITION 





What Is the Saturation Point 
for Appliances? 


Some Estimates Based Upon Surveys of Western Urban 
and Rural Communities. Appliance Sales per Customer 
Depend on Commercial Leanings of Local Manager 


AREFUL survey has recently 
Cs been made by an electric 

power company in one of the 
mountain states of the Far West to 
determine how extensively household 
appliances are being used in the 
homes served by it. This company 
supplies electricity to a population of 
about 130,000 and has a total of 
more than 26,000 residence custom- 
ers, a very high degree of saturation 
as far as number of customers is con- 
cerned. This territory comprises 
some twenty communities, quite 
widely scattered, and also a large 
amount of rural territory where the 
use of electricity in the home is 
highly developed. 

Out of this territory, a certain 
number of towns were selected for 
intensive study, to get at an average 
for the entire system. Every con- 
nected house was visited and a care- 
ful check made of what electrical 
appliances are in use. The same 
thing was done with a number of 
typical rural lines. Every connected 
farm was visited and a record made 
of the home equipment installed. 
These figures were then reduced to 
percentages and tabulated to show 
the existing extent of the popularity 


of the principal appliances, and the 
degree to which they are being used 
in town and country. 

The following list shows the rela- 
tive use of the ten principal appli- 
ances in the city and town homes: 


Percentage 
of Residential 


Appliances in Town Customers 


Homes Now Using 
PIGGIOOMO 6 oi ckcciaeesi 94 
Washing machines ..... 64 
I ihn ks ne oeean 47 
I a cigs ated esis 38 
Water heaters ......... 35 
Percoiatore .......6... 25 
a oo oe hs 24 
Waffle irons ........... 20 
Kitchen units ......... 10 
ED sarktaacke cece 2 


The rural survey provided these 
figures on the equipment which the 
farm home is using: 


Percentage 
of Residential 


Appliances in Farm Customers 


Homes Now Using 
PP eee er ee 79 
Washing machines .... 52 
Ce ee ee eee 26 
Water heaters ......... 18 
CO eee 18 
Kitchen Units ......... 10 
Ee 7 


Pereoiaters .......s.... 7 
Waffle irons ........... 5 
I ade ia 1 


Combining these two tables pre- 
sents the percentage of appliances in 
use per residence customer over the 
entire territory: 

Percentage 
of Residential 


Customers 


Appliances Now Using 


MS 2 ot oe walnnieeews 88 
Washing machines .... 59 
CN 5 aks tasted ews 34 
MS nak ck eine ene 24 
I kG Oh ansyians 16 
Percolators ........... 16 
Water heaters ......... 16 
Waffle irons ........... 13 
Kitchen units ......... 10 
Se ise aon ees 1 


Based on a study of these figures, 
and a reckoning of the length of 
time that had been devoted to the 
sale of each appliance in these com- 
munities and the effort that had been 
applied to their promotion, an esti- 
mate was made of the probable 
degree of saturation which could be 
expected for each of these appliances 
and the length of time that at the 
present rate of progress would be 
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required to complete the job. It re- 
sulted in the following table: 


Time 
Estimated to Reach 
Saturation Saturation 

Article Point Point 
eer . 100 12 years 
Cleaners ...... 98 3 years 

Washing 

machines 80 5 years 
Kitchen units.. 80 12 years 
Ranges ....... 70 12 years 
Toasters ..... 60 12 years 
Percolators ... 60 10 years 
Waffle irons 60 12 years 
Water heaters. 50 14 years 
Ironers ...... 50 10 years 


On this calculation the prospects 
would be that ten years would be 
required to complete the full equip- 
ment of all the homes served at pres- 
ent, if selling continues at the same 
rate—which is at the average of 
$15.42 per customer, for the entire 
system. (Compare this figure with 
that of $10.88 for the country as a 
whole, as shown in last month’s 
Electrical Merchandising). By in- 
creasing the pressure on the selling 
or introducing appeals that would 
accelerate the development of the 
market, of course, this time might 
be reduced—to six years in the judg- 
ment of the company. 

As the basis for the estimate it 
was necessary to find out how much 
appliance equipment at present is 
being sold by the company to the 
homes in this section by the electric 
power company and a study was 
made of the merchandising records 
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for the first six months of 1925. 
The following figures show the total 
appliances sales per residence cus- 
tomer in the twenty communities 
served: 


Appliance 
Sales per 
Residence 
Customer 
Community Number 1.... $19.11 
Community Number 2.... 17.48 
Community Number 3.... 16.02 
Community Number 4.... 15.99 
Community Number 5.... 13.86 
Community Number 6 13.61 
Community Number 7 13.31 
Community Number §8.. 12.60 
Community Number 9.... 11.04 
Community Number 10.... 10.93 
Community Number 11.... 10.57 
Community Number 12.... 9.50 
Community Number 13.... 8.97 
Community Number 14.... 8.34 
Community Number 15... 7.74 
Community Number 16.... —_ 7.67 
Community Number 17.... —_7.26 
Community Number 18.... 6.92 
Community Number 19.... 6.92 
Community Number 20.... 6.72 


It is interesting to note the vari- 
ance in the total sales per home, and 
they are therefore arranged in this 
relation. Community No. 1, in which 
there are 227 homes, sold an average 
of $19.11 per household customer, 
while community No. 20, in which 
there are 515 homes, sold but $6.72 
per residence in the same period. 
Yet the general conditions in the two 
towns are practically the same, and 
the average income per residence 
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This neatly printed folder is issued by the 
Hydro-Electric Power Company of On- 
tario, and has a distribution of about 
250,000. This was the “Can You Afford It” 


number and presented some striking figures 
on the vacuum cleaner. The main thought 
was that electrical appliances are necessi- 
ties and not luxuries. 
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customer in Community No. 1 was 
$21.94 in 1924, while in Community 
No. 20 it was $20.84. The comparison 
is a fair one. The difference in the 
volume of appliance sales seems to be 
entirely a matter of men. The local 
manager for the central station in 
Community No. 1 is a commercial- 
minded man with enthusiasm for 
selling and eager interest in the de- 
velopment of this household market. 
In Community No. 20, on the other 
hand, the local manager is more of 
the engineer type whose interests lie 
primarily along the line of operating. 
The attitude of each man expresses 
itself naturally in the merchandise 
sales total. 





The High Cost of Not 
Owning Appliances 


There is a little pamphlet, ‘The 
Hydro Lamp,” published regularly 
by the Hydro-Electric Power Com- 
mission of Ontario, that presents 
monthly interesting phases of the 
“electricity in the home” idea includ- 
ing cost of operation of devices, 
cooking and cleaning recipes, ete. 
It has a circulation of 250,000 and is 
doing a notably good job in placing 
pertinent electrical information be- 
fore that number of families. In a 
recent issue, the “Can You Afford It 
Number,” some striking figures on 
the vacuum cleaner appeared, which 
are here reprinted: 


Can You Afford Not to Own 
a Cleaner? 


You can afford to have a vacuum 
cleaner. Pay a little down, and a 
little each month, if you do not wish 
to pay all cash. A good vacuum 
cleaner, costing, say $75, would last 
at least ten years. The entire cost of 
running it would be: 


Depreciation is about ....... $ 7.50 
Interest on investment,6% .. 4.50 
Ordinary repairs estimated .. 3.00 
Current — liberal estimate 
(over an hour per day use) 3.00 
Total per year ......... $18.00 


“The truth is, Anne,” says the 
electrical housekeeper to her non- 
electrical neighbor, “everybody some- 
how gets everything he or she thinks 
of as a necessity. Is the saving of 
your time, strength and health a 
necessity? It looks to me like the 


question isn’t whether you can afford 


to have an electric cleaner, but—can 
you afford to be without it?” 
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in Savannah 
with Public Opening of Show-Room 


Editor, Electrical Merchandising: 

There has been a long-felt need in 
this city for an electrical appliance 
store that would handle the best 
makes of electrical appliances and 
place them in the hands of the people 
on a reasonable term-payment plan. 
Feeling that it could render the 
people of Savannah a real service, 
the Savannah Electric and Power 
Company decided to enter the mer- 
chandise field. 

Our store opened Oct. 5, 1925; and 
occupies the entire ground floor of 
our office building. The store has a 
large plate-glass window extending 
all the way to the north end, a dis- 
tance of about thirty feet. There is 
also a display window on either side 
of the entrance. For the floor cov- 
ering, we have used linoleum, in an 
imitation of tessellated marble floor. 
The walls are of ivory and the ceil- 
ing is white. The wood work, stair- 
way, wainscoting, and office furni- 
ture is of walnut finish, which gives 
a very pleasing contrast. The mer- 
chandise floor occupies 1,800 sq.ft. 
(30 ft. by 60 ft.). The cashier’s 
cage is about midway of the office, 
with the contract department at the 


Central Station 
Merchandising 


extreme end. In front of the office, 
next to the large plate glass window, 
we have arranged our display of 
table and floor lamps. One corner 
is occupied by a handsome glass 
wall case for displaying hollow-ware. 
The lower portion of this wall case 
contains a number of drawers, which 
are used for electric lamps. 


Living Room Provided for 
Cleaner Demonstrations 


In the corner, we have arranged a 
living room suite, with a grey Ax- 
minster rug, and brown wood wicker 
furniture, consisting of one large 
arm chair, one rocker, settee and 
library table. This makes an ideal 
reception room, where it is possible 
to make vacuum cleaner demonstra- 
tions. Next to the living room 
corner, and midway of the window, 
is a large display table, on which is 
displayed a percolator set, waffle 
iron, and toaster, with table lamps 
for a background. At the other 
corner of the plate-glass window, is 
placed an electric washer and ironer. 

Electric ranges are arranged at 
various intervals down the middle of 
the office floor. Two other display 
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The Show-Room 
of the Savannah 
Electric & Power 
Company 







tables are located at places of ad- 
vantage, on which are displayed 
hollow-ware where the customers 
may handle them. Adjoining the 
living room corner, and next to the 
stairway, is located our electrical 
kitchen, comprising a white kitchen 
cabinet, white enamel table, elec- 
tric range connected, electric water 
heater, and a white enamel refriger- 
ator. There is sufficient room in 
this corner for demonstrating elec- 
tric cooking, and this space will ac- 
commodate as many as thirty people 
at one time. We have been very suc- 
cessful in having the domestic 
science classes of the local high 
school come in as a class, for demon- 
strations in electric cooking. The 
merchandising department is in 
charge of A. Russell Moore. 

A word might be said about our 
advertising “set up.” An advertis- 
ing program was arranged, begin- 
ning with a letter addressed to our 
customers announcing the opening 
of the new department. The first 
newspaper advertisement appeared 
on Wednesday, September 23. Other 
advertisements led up to the day of 

Continued on Page 5768 








A Sale for Every Month 


Scheduling the Sale of Merchandise to Fit the Season 
Kliminates Slump Months—A January Sales . Idea 











F JANUARY sales are not to 

slump, plans should be made 
now that will inject life into 
January selling. 

The El Paso Electric Railway 
Company kept up last January’s 
volume by a sale which offered a 
wide range of electrical merchan- 
dise at $1, $2, and $3 down. It 
succeeded because it was. well 
planned and carried through, and 
because it hit the buying psychol- 
ogy of the slump month. The 





housewife bought because little 
immediate cash outlay was re- 
quired to fill up the gaps in her 
equipment which had not been met 
by Christmas gifts and also to 
invest Christmas money to the best 
advantage. 

There are valuable suggestions 
in this article for any electrical 
merchant. Not only this January 
selling idea but in the planning 
ahead of a year of monthly sales 
activities. 





HE department stores have 
divided their year into a series 


of sales rather than months. 
Thus the first month is that of White 
Sales, the middle of the year is de- 
voted to fur sales—and so on. This 
not only succeeds in maintaining a 
continual interest on the part of the 
public, but also keeps up the inter- 
est of the sales people themselves. 
Each task, as it comes along, is a 
fresh one; and brings out fresh en- 
thusiasm. Window displays are 
varied, advertising sounds new, the 
store itself has a different air which 
appeals to the buying public. 

The merchandising department of 
the El Paso Electric Railway Com- 
pany has followed this plan with 
great success, in laying out its yearly 
program, as the record for the 
past year well indicates. On this 
schedule, each month has its sep- 
arate article which is to be featured 
during that period. Thus the plan 
for 1925, as laid out at the begin- 
ning of the year, called for the fol- 
lowing sequence: 

January, 1-2-3 sale 

February, Irons 

March, Kitchen Lighting 

April, Ranges 

May, Vacuum Cleaners 

June, Fans 

July, Cookers 

August, Percolators 

September, Washers 

October, Lamps 

November, Heaters 

December, Christmas sales 
lines. 


in all 


The schedule is, of course, subject 
to change should conditions indicate 
that some other appliance would 
make a better showing for the al- 


lotted period, but in general this 
plan was adhered to with consider- 
able fidelity. 


A Sale Which Stimulated 
January Business 


Following the extensive Christmas 
sales activity, it was felt that an un- 
classified sale which should hold gen- 
eral interest would bring most effec- 
tive results during January. This 
took the form of an offering of spe- 
cial terms on a wide choice of 
articles, covering in their range al- 
most every household need. It was 
advertised as a “Great 1-2-3 Sale” 
which was a catchy phrase and at- 


tracted wide interest for its very 
mystery. 

Being interpreted, it meant that 
the articles on sale had been divided 
into three price groups which could 
be purchased for $1, $2, or $3 down 
respectively, with similarly varying 
monthly payments, so arranged that 
the article was fully paid for within 
a ten-month period. The usual ad- 
vertising accompanied this cam- 
paign, with street-car and automo- 
bile banners, posters, and store and 
window displays. The group plan 
lends itself particularly well to ef- 
fective window dressings and much 
was made of this medium for reach- 
ing the public. Posters listing the 
articles in each group formed part 
of the’ background, while an attrac- 
tive arrangement of the articles 
themselves made up the display. 

It speaks well for the popular ap- 
peal of this type of sale, as well as 
for the vigor and enterprise with 
which it was conducted, that in spite 
of the low ebb of the market just 
following Christmas buying, an im- 
posing record of sales was made. 
This, it was felt, was due to the fact 
that so little immediate cash was re- 
quired, and that the sale permitted 








ELECTRIC 
HEATER 











In conformity with its policy of a special 
sale for each month, the El Paso Elec- 
tric Railway Company put on a heater 
campaign for November. Of all the 
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heaters sold, only twenty-three were for 
cash, demonstrating the effect of easy 
terms on sales volume. The heaters 
could be bought for $1 down. 
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the housewife to fill up the gaps in 
her equipment which had not been 
met by Christmas gifts or to invest 
Christmas money to advantage, as 
the case might be. 


Fans for June 


During the fan drive in June, for 
instance, 249 fans were sold. This 
record was obtained by carrying out 
a house-to-house and office-to-office 
campaign. A fan was carried along 
ready for demonstration. If im- 
mediate service was desired, the fan 
was left and a new one obtained to 
continue the canvass. If another 
type of fan was wanted, this was 
sent out from the shop at the earli- 
est possible delivery. Window dis- 
plays, store decorations, placards on 
street cars and trucks all bore the 
message “Keep Cool—Buy an Elec- 
tric Fan—Easy Terms.” 

Another very’ successful sales 
month was October, when electric 
heaters were offered to the public. 
In spite of the fact that the weather 
turned warm and offered no induce- 
ment for purchasing heat in any 
form, 245 heaters were sold during 
the allotted period. It was counted 
that the advertising done at this 
time, much of it, took effect later 
and in consequence the 463 heaters 
sold before the end of the year 
should really be reckoned into the 
results. 

A 14-in. heater was chosen for the 
subject of this sale, although other 
sizes and types were sold. The terms 
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offered were $1 down and $1.50 per 
month, the entire amount to be paid 
within six months. The attractive- 
ness of these terms and the effect 
they had in the success of the sale is 
shown by the fact that of all the 
heaters disposed of, but twenty-three 
were sold for cash. As the bill for 
the heater was added to the reg- 
ular lighting bill of the customer, 
there was no difficulty in making 
collections. 


Slogans Dominated Store 
Interior and Windows 


Window displays were devoted to 
heaters and these dominated the in- 
terior of the store. Slogans such as 
“$1 Puts This Heater in Your 
Home,” “Quick Warmth on Chilly 
Mornings,” “Don’t Shiver, Get an 
Electric Heater,” and others were 
made into window and store cards and 
used on trucks and in street cars. 
Heaters were mounted on trucks and 
sent about the city to be sold directly 
from this itinerant counter. This 
system did not prove so successful 
as was hoped, however, on account of 
the warm weather. Especially good 
returns were brought in as a result 
of 5,000 broadsides sent out to cus- 
tomers. These brought many orders 
direct and undoubtedly did much to 
bring up the total for the sale. 

One of the interesting observa- 
tions brought out by the conditions 
of the sale was the fact that the 
large number of heaters was sold at 
standard prices, in spite of the fact 

















The company put on a great 1-2-3 sale 
in January, which meant that a variety 
of household appliances could be had 
with a $1, $2, or $3 down payment. An 


imposing array of sales were made, and 
this in a low-ebb market following the 
Christmas buying season. Other items 
were individually featured later. 
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Balance $1.50 per 
month for six 
months with your 
Electric Service 


ELECTRIC 
HEATERS 


These are the BIG SIZE that can throw a glow of 
warmth clear across the average room, You necd 
one or more to lend comfort to bedroom, bathroom 
or living room on chilly fall mornings and evenings. 
Easy to buy. Attach to any lamp socket. 


El Paso Electric Railway Co. 


SALES DEPARTMENT 
Martin Bldg. 








Main 3460 





These Heaters may also be obtained at the same price 
from the Mesilla Valley Electric Co., Las Cruces, iN. M. 














A sample of the adevrtising which 
brought results during the heater cam- 
paign of November. 





that other dealers in town reduced 
their prices during this same period. 
It is a tribute to the fact that it is 
the “selling” which disposes of mer- 
chandise and not merely the “having 
of it for sale.” 

The advantages of the monthly 
sales schedule are various. Not only 
is a special effort brought out in 
each case, but the carefully worked- 
out plan takes full advantage of the 
seasonal ups and downs of the mar- 
ket. It also makes possible the pur- 
chase of stock considerably in ad- 
vance of the time when it is needed 
and in consequence all the ad- 
vantages of quantity purchase. 

It is hoped, in time, that this 
schedule will become as familiar to 
the public as is that of the depart- 
ment store. This will mean that 
they recognize each month as offer- 
ing a special opportunity to make 
purchases along a given line and 
that they will look over their needs 
with an idea of taking advantage of 
the season. 

At the close of each year, the de- 
partment makes up a scrap book of 
the events of the preceding twelve 
months. This includes samples of 
advertising, a record of the sales 
methods used in each sale with pic- 
tures, so far as these are attainable; 
and a record of results. 





How the Electric Shops Are Advertising Portable 














HE “Give-Something-Electrical” movement grows larger 
every year, because on the one hand, such advertising 
as is here reproduced creates, each year, new givers of 

something electrical—while, on the other, the number of elec- 
trically-wired homes is increasing at the rate of a million and 
a half new customers between one Christmas and the next. 














3905 West Madison 
652 Weet 63rd Street 





3127 Logen Boulevard 

COMMONWEALTH EDISON (3 #34! tecuinny 
2950 East 920d Street 
LECTRIC SHOP) 5:===-= 
borhood stores, They carr? 


very complete lins. Open 
evenings wnust Christmas. 












‘This electric gril was for 
merty priced at $12 A real 
bargain’ Full set of alum 
eum pens included. Covks 
two things at once. 





Hold-Heet 


$12 
Makes large coder walfies 
right ot the table. Tray 
techated $4 
a.. 









Think of Getting an @. 
Electric 
Percolator de] 


a al 
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Waffle Griddle 







Compact ag? table stove— 
tosses, 


er Sree 





Bridge Lamp ‘¥ 


With any console mate! elec- 






Compas the 

Sormcaabigh 

Piec jack lustre 
pleated 


site thde, 
Perr rxe) 


ing Socket 
‘Tree Lights 


Be lone 


It Really 
Cooks! 


Minature elec: 


Sunbeam 
Toaster Grill 


| \, Mrs. Santa Claus says: 


“Tve been watching this gify giving for 
a good many years, and I've come to 
this conclusion— appliances 
are quite the nicest gifts of ally They'te 
useful and they're up to date. Elec- 
trical gifts are helping gifts—always 
joyfully received. Give something 
= this ‘year and see if I'm not 
” 










































Makes a waffle every two 
minutes atthe table: 
ing necessary—hence no 
Nine ¢ or furnes. 
FU nivetsal oon... $10t0$1S 
Manning Bowman $15to$16 
Westinghouse vere $18 


SS 


~~ Heating Pad 


jer gets cold and ae 
ke the weter beg: néver 
heavy, like the water bag. A 


soft, velvety mean: 
pain with heat. 3 Sagres 
unvarying tem 


Universal «eee 10.00 
Simplex $8.50 
Westinghouse . $9.00 





Electric Hair Dryer 
Banishes the fear at ae hin 
old—a warm or cool blast of 
ait to dry the hair apy 
Sexptosesionally, 
Sunny Hair Dryer........$13.50 
Shelton Hair Dryer .....$26.00 










Electric Waffle Iron 


Where will the gifts you-- 
give be next July?. The 
answer is the guide you 
need for Christmas buy- 
ing... Long after im- 
practical gifts‘have van- 
ished, electrical gifts 
remain to say their 
friendly message day 
after day—to satisfy and 
serve those to whom 
you gave them... You 
—all of us—want to give 
gifts of long remem- 
brance. Electrical gifts 
are a lasting reminder 
of a thoughtful giver. 


sonurtim not 


Lamps from All the World 


Prices to suit every purse. Homes today are 
not compléte without lamps—many lamps 
—for decoration. Never before has our 
assortment been so large, so attractive. 


UNION ELECTRIC 
LIGHT AND POWER CO. 


12th and Locust - - - Main 3220 
Webster Grover—Wellston—St. Charles—and all Bragches 


Easy Poyments on Your Light Bills 


SATURDAY UNTIL 









sugar and cream servers and 
pos in matched designs. 


Christmas Special 
$10.50 6-cup pot........ $8.95 
$16.50 9-cup urn $13.95 
Other etyles up to. ......$37.50 
Complete 





Electric Toaster 
Makes toast at the breakfast 
table, instead of the kitchen— 
makes it better and serves it 
hotter, 

Licks $6.75 to $10.00 


MametonntsGeese 





Reliable as a Christmrs gift— 
a pleasure and a comfort 

toughout the year. Give 
only a guaranteed it 
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e lamps and Other Electrical Gifts at Christmas Time 













ELECTRIC TRAINS CRASH 


‘ia a D 
ue _1 TanStory Building | Se? Quick Work Sores ot the 





FAST 












It may be that you have had an unusually fine electrical gift in mind for her. but 


' hesitate to buy it because you feel that you cannot spare the «ash right at this time 
\ / Why not use our deferred payment plan? Thousands of people find this the ideal 
Nie WA 






way to purchase the more costly electrical gifts. The monthly amounts age ro small 
that they scarcely miss them, and are comvensently paid with.the light or gas bell 



















, Ewes 











1313 Milburn Avenue 
1310 Dorr Street 

3112 Lagrange Street 
Dixie Street, Rousford 
955 Phillips Avenue 



































Gift Suggestions 


Waffle trons: | 
plate finiahow. the 














sal and Themar makes in aluminum and wicked 
ax with dainty trays to match, #10 and $15, 


- =, || With These Points in Mind 


. 1—Usefulness 
Botpotar Th lovelies foe ear wsting iros, 


Rovéoir 

saad for an eicetrie flat irc Is the contemplated gift really needed by the recipient? Will it serve a useful 
—— purpose? Will it help to make life more comfortable, easier, more enjoyable? 

Will it really express your sentiments, fully and properly? 



















the bo or 
Y re are priced at 619.0, 
real and Kimples ankes, with controls for 


reruloting temperatures, 670) oa ; 

waste tic Room Hosters: Simplex siandard, 610, Simple 2 Lasting Value 

posrcny al tr ba Will the gift you have in mind pass the test of time? Is it merely some friv- 
procathra cufbemaphdensigennel tre olous thing which will be forgotten quickly? Or is it something which will bring to 
Meotel ‘Table Lampe: Everyone appreciates what “Handel” means mind you thoughtfulness for many months to come? 


the city from whieh to select. Unusual ¥ 
ith band-peimted « 















gm price from 635 u 
sally wellknown, are pried from $25.50 
w 


3—Dependability 
Are you sare that it will serve the purpose for which it is intended? Will the 
manufacturer stand behind it? Will the store from whom you propose to buy it 
Runssailis: flac teenen-dboapa fell «vende eals ms guarantee that it will render satisfactory service? Is it a nationally-known product 
Chrutmabtime. Our Junior anes are prictd at 6 The larger axes or an unknown quantity? 
range upward frow $12 


Coristmnas Tree Phe tree ian’ compiete—nor sate—withnut 
—“———_ Toledo EdisonGifts Pass the Test! 
pany aot eran em iauabiy ine Toledo Edison electrical gifts pass this test in a remarkable manner. Here 
— os you will find gifts that rank the highest from a standpoint of usefulness — gilts 
that save time, labor and money in the home, today, tomorrow, and for many 
days to come. Each one is from a manufacturer whom you regard as a foremost 
leader in his field. Each one is guaranteed by this company, and is available to 
i you at a moderate price, on helpful terms. The list at the left contains many ap- 


Vase Lamps: We offer these popular lamps, with altractive shades of 
“a low a 14.0 The ¢ shopper t value 






. pesual valu 
ly appreciate (be rem portunities presented by this 













Floor and Junior Lathpe: Que wlectious offer pr 
choice in floor aud bridge lamps auitabie for 
.up. An ueual, those from Westgate and Almeo en 





0 with attach 
b!. and Detroit Jewel Ravers 


propnate suggestions, 





ticular attention 








wz range Jefferson at Superior 1313 Milburn Ave. 
955 pote ol 1310 Dorr St. Digle St Reseford 
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Christmas Spirit Fills Boston 
Ediso rn Windows and and janes on 


On the second floor of the Edison Shop you will find 
the Lamp Department. We have some unusual and 


i lver tisi truly ornamental lamps at surprisingly low prices. 

















Dresden China. $105° Imported ~ $9.50 


Gold-plated base tian China 


The boudoir desk lamps pictured here make attractive gifts. They 
are both decorative and useful. Novelty lamps such as these will 
be appreciated the year long for their beauty and pleasing design. 


We can arrange easy payment terms to Edison Service Customers 


TieEDISON SHOP | 


Thirty-nine Boylston Street 
The me Glow 



















































Do Not Leave 
Your Office 


b Ged can do your Christmas 
shopping this year without 
the jostle of crowds. Just call 
Beach 3300, the Edison Shop, 
and order electric appliances. 
Delivery assured. No worry or 
strain for you. 

You can have confidence in 
any appliance that you buy from 
SIMPLEXELECTRIC TABLE US, for the Edison Shop is a part 

s of the Edison Light of Boston. 
Now ping at . $7. 50 


Reduced from $ $12 Call BEACH 3300 


“Le EDISON SHOP 


i’ Thirty-nine re Boylston Street 
The Friendly Glow 








HE extent and variety of electrical Christmas gifts is emphasized 

in these windows of the Boston Edison Company. The larger 
appliances are pushed at this time as a Christmas gift for the family’s 
year ’round comfort. 
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Store Atmosphere Sells Fixtures 


Pomona Fixture and Wiring Company, Pomona, California, Shows Fixtures, 
Lamps, and Appliances in Surroundings That Enhance Their Sales Value 


is very largely determined by 
. its stage setting—and this is 
equally true of a business. Surround 
the merchandising drama with a dis- 
orderly, inartistic, or cheap back- 
ground and it takes its flavor from 
its surroundings and becomes itself 
disorderly and unsuccessful. 

C. W. Jones of the Pomona Fix- 
ture and Wiring Company, Pomona, 
California, is a believer in beauty as 
a salable article, and his store is so 
equipped and outfitted that every 
article in it appears enhanced by its 
surroundings. The customer feels 
that the same appliance or fixture 
transferred to her own home will add 
to its grace, as well as serve her in a 
practical way. The _ businesslike 
planning which has placed conven- 
ience outlets where they are needed 
and switches at hand when wanted, 
adds its subtle impression of ease of 
operation and not only saves time in 
the serving of the customer, but aids 
in making the sale. 


Ts ATMOSPHERE of a play 


Windows Have Removable 
Floors 


The store, which is located in the 
main business district, is modern 


_and attractive in appearance from 


without. The windows are irregular 
in shape with a double off-set, so 
that the maximum display is secured 
from the front, and at the same time 
the entrance way is commodious. 
The chief articles on sale within are 
woven into the valence in place of 
being noted on the window itself. 
This leaves the glass without un- 
sightly lettering and is itself a far 
more pleasing method of display. 
Opportunities for a great variety 
of interesting window display is pro- 
vided by means of a removable floor 
made in sections and suported on saw 
horses. These may be set at any 
height or removed altogether, de- 
pending upon the height and nature 
of the articles to be displayed. The 
floor underneath is finished and 
joined with the main floor of the 
store, so that the entire space may 
be made part of the display room if 
so desired. For this purpose, the 
backs of the windows are removable, 


with a framework into which panel- 
ling may be fitted. Both glass and 
wood panels are available for use in 
this frame work, which permits of 
extremely varied effects. 


Outlet at Door for Outside 
Demonstration 


A weatherproof floor outlet is in- 
stalled in the entryway at the front of 
the store and some one of the larger 
appliances is usually kept on display 
here. This makes it possible to have 
the electric refrigerator or washing 
machine in actual operation. Two 
outlets are also provided on each 
side, so that the utmost flexibility is 
insured. 

Four circuits are run to each win- 
dow and a flasher is installed to care 
for special color effects, of which Mr. 
Jones makes a specialty. 

The main display room is colorful 
and charming in its first effect. A 
center island representing a long hol- 
low rectangle is formed by glass 
show cases in which the smaller ap- 
pliances are displayed. Shallow wall 
cases reaching down to within three 
feet of the floor line the walls. Be- 
neath these are cupboards and stock 
cases. These wall cases are not of 
one uniform expanse but are offset 
at intervals so that they form a series 
of individual display features in 
which lamps and hollow-ware appear 
to advantage. Extension shelves are 


fitted into these cases at a convenient 
height and they may be pulled out at 
will for convenience in displaying 
articles from the cases and then 
pushed back out of sight when not 
needed. Twin outlets are placed ad- 
jacent to these. All display cases 
which occur below the level of vision 
are furnished with glass shelves, so 
that they do not obstruct the view of 
articles below. Each lamp is in a 
separate compartment, as is also each 
group of related appliances. 


Store Heated Throughout 
by Electricity 


Illuminated signs in glass are 
swung above the wall cases which 
bear the legends: “Vacuum Clean- 
ers,’ “Mazda Lamps,” “Electric 
Heaters,” “Radio Equipment,” 
“Washing Machines,” “Wiring Sup- 
plies,” “Table Appliances,” “Every- 
thing Electrical.” These are illumi- 
nated from a hidden source in the 
rear and appear extremely decorative 
as well as informative. A circuit 
above the cases furnishes the light 
for these and at the same time flood- 
lights the walls. 

In addition to the regular conven- 
ience outlets for the testing out and 
display of equipment, the store is 
wired throughout for electric heat- 
ers, so that electrical comfort is as- 
sured throughout the winter and the 
anomaly of an electric store warmed 

















A waterproof floor outlet at the entrance 
of the store between the show windows 
makes it possible to show an electrical 


5733 


refrigerator in operation. Two other 
outlets are also provided, one at each 
side, for flexibility. 
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The small rooms offer an opportunity 
for a variety of effects and for home- 
like touches. A low ceiling is installed 
above one room for the display of ceil- 


ing fixtures under normal conditions 
and a series of booths gives an oppor- 
tunity for individual attention to port- 
able lamps and brackets. 





by a gas heater or a coal-oil stove is 
made impossible. Radio outlets are 
further provided in every room, in 
addition to a special radio test room 
where test panels and other testing 
equipment are provided. 

The outlook toward the rear of the 
store shows an attractive fireplace, 
flanked by electric fixtures. This is 
the introduction of the customer to 
the fixture department of the estab- 
lishment, which occupies a series of 
rooms in the nature of an arcade ex- 
tending about the main display room. 
Carpets on the floor, comfortable 
chairs, davenports, mirrors and smok- 
ing stands, give a homelike atmo- 
sphere which enhances the appear- 
ance of the fixtures themselves, and 
makes for the comfort of the cus- 


tomer who must spend some time in 
selection. 


One Room Has Lower Ceiling 
at Home Height 


The chain of rooms permits a vari- 
ety of treatment, while the similarity 
of the architectural details makes for 
a unity in design which is eminently 
desirable. Some individual fixtures 
are displayed in booths. In these 
miniature settings, ceiling and wall 
brackets of similar designs are dis- 
played with, as a rule, some one dec- 
orative feature to preserve the home- 
like effect. In one room, a low ceiling 
has been installed about the edge for 
the display of ceiling fixtures at 
their natural height. 

Every fixture in the display rooms 
is wired so that it may be lighted. 
These are arranged in groups of 
three, each group controlled by a 


separate switch. The wiring is so 
arranged that the three which light 
are not necessarily adjacent, but 
staggered, so that the effect of iso- 
lation is preserved and each may be 
looked at individually. Switch plates 
are finished to match the walls, so 
that they are completely inconspic- 
uous. The rooms all have an oil 
finish to permit of their being 
washed at intervals. The walls of 
the store are of Caenstone blocks, 
with an individual polychrome finish 
for each block. This produces an in- 
dividual and tasteful effect, at the 
same time offering a durable and 
practical finish. 

The working facilities of the store 
have been equally cared for. A rest 
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room is provided for workmen; there 


is a multigraph and printing room, 


and a window-display room where 
materials for window displays are 
stored. This prevents their de- 
terioration through dust and care- 
less handling and offers a definite 
place to store material which might 
otherwise be thrown away because 
of its comparatively small intrinsic 
worth and its only occasional use. 
The resulting collection of materials 
is as valuable as the stage property 
box from which almost any effect 
may be produced. 

The store was designed through- 
out under the personal supervision 
of Mr. Jones. The display cases 
were made to his order, and, in gen- 
eral, all work was done on a time 
and material basis under his direc- 
tion for the purpose of securing ex- 
actly the desired effect. The result 
is a stage setting of great beauty, 
with every opportunity for the stag- 
ing thereon of a drama of successful 
merchandising. 





Checking Up on the 
Milkman 


Down in southern Ohio there is a 
wealthy coal superintendent who not 
only owns an electric refrigerator 
but uses all other electric appliances. 

His family uses about six or eight 
quarts of milk each day. When this 
is delivered the bottles are set in 
front of the brine tank of his large 
top icer and the water in the milk 
freezes. The milk is then poured off 
and a check-up is made on the 
milkman. 




















Fixtures are displayed in a series of 
small rooms arranged in the form of an 
arcade about the main salesroom. All 


fixtures displayed may be lighted in 
groups of three, with units scattered, or 
at once if desired. 
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Fixture Trade-ins Pay, Says Beaner 


A Letter from a Contractor-Dealer Reader of “Electrical Merchandising” 
Gives Details of His Profitable Experience with Refixturing 
Sales Made by an Allowance Plan for Old Fixtures 


Editor, Electrical Merchandising: 
The writer has given the trade-in 
plan for selling fixtures careful con- 
sideration and “felt out” the public 
before putting the plan into effect. 
Having sold a considerable num- 
ber of lighting fixtures before trying 
out the plan, I was at first at a loss 
as to just how I could conduct this 
trade-in plan without raising my 
present mark-up on fixtures to 
cover the trade-in allowance. I 
knew full well that nearly all the 
fixtures on my display rack were 
duplicates of what I was going to 
sell on the trade-in plan and knowing 
also that my customer’s neighbor 
might be in the market for a fixture 
exactly like her 
friend had pur- 
chased from me 


“how to get new fixtures for old.” 

In calling upon the customers we 
told them first that we would allow 
them 5 per cent for their old fixture 
upon the purchase of a new one. In 
other words a customer choosing a 
$50 fixture for her parlor was al- 
lowed $2.50 for the old parlor fixture 
and we were to remove the old one 
without charge but would charge a 
flat $1.00 for hanging the new one 
in its place. 


Increased Store Customers and 
Got More Wiring Business 


This plan not only increased the 
number of customers coming into our 
store but it enabled our fixtures 


salesmen to get a number of jobs for 
our wiremen in installing conven- 
ience outlets and bracket and ceiling 
outlets in addition to the number of 
electrical appliance prospects which 
later on we were fortunate enough 
to close with sales. 

All in all, the plan proved very 
profitable and the customers seemed 
more satisfied as their old fixtures 
were then not considered a total loss, 
and incidentally there are many 
parts of these old fixtures that we 
are able to make use of and of course 
the balance went to the “junk dealer.” 

Finally, I want to remark that 
wherever there are a number of deal- 
ers who are engaged in trading in 

fixtures, that the 
basis of competi- 
tion ought not to be 





some time before 
the new plan was to 
go into effect. If 
the neighbor paid a 
higher price for her 
replacement fixture 
this would create 
suspicion and ill 
will. 

Knowing this, 
and not wishing to 
cause any hard 
feelings between 
my friend’s friends 
or myself and cus- 
tomers, I decided to 
absorb the amount 
allowed on a trade- 
in fixture and not to 
increase prices to 
cover my mark-up 
on fixtures a cent. 

I ran two ads in 
the newspapers, al- 
ternating one with 
the other. I tied up 
with my newspaper 
advertising by 
sending a series of 








553 Merchant Street 


‘How Will You Trade? 


WE WILL GIVE YOU NEW 
MODERN LIGHTING 
FIXTURES—AND MAKE 
AN ALLOWANCE FOR 


YOUR OLD ONES 


HERE’S THE GREATEST FIXTURE OFFER EVER MADE 


Isn't it true everything else in your home has been changed 
and the old lighting fixtures still hang? It’s a true fact that 
your old fixtures do not give you the light you are paying for. 


NOW IS THE TIME TO CHANGE THE OLD FOR THE 


NEW AND MAKE THAT ROOM LOOK 
DIFFERENT. 


J. Leonard Beaner 


“EVERYTHING ELECTRICAL" 
Phone 182-J 


Ambridge, Pa 


the allowance made 
on the old fixture, 
but rather the price 
and quality of the 
new fixtures. 

It is only in this 
way that any kind 
of a really profit- 
able business can be 
done in a city or 
town where there 
is competition in 
this phase of the 
business. Other- 
wise, the public 
soon finds out that 
it can go allowance- 
shopping, with the 
result that allow- 
ances will naturally 
rise, the dealer will 
make very little 
profit on the trans- 
action, and the cus- 
tomer also loses. 

I trust that this 
letter as outlined 
will be the indirect 
means of increas- 








circular letters, 
three in number 
and all different in 


This advertisement offered many people 

the message con- just the opportunity they were oe 
; for—a chance to get a new fixture with- 

veyed but leading out counting the old one a total loss. 
Beaner tells his audience that he is will- 


to the same thing; 
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ing many other 
contractor - dealer’s 
lighting fixture 
In this Dusiness. 
Very truly yours, 
J.LEONARD BEANER. 


ing to trade, but does not say how much 
of an allowance he will make. 
way he avoids precipitating an allowance 
contest with the other dealers in his 
town who are also trading-in. 
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Newest Electrical Merchandise 


This News Section Is to Keep You Informed of New Products on the Market 

















Radiant Heater 


Electrical Merchandising, December, 1925 

The new “Northern” electric heater of 
the Northern Electric Company, 2835 
North Western Avenue, Chicago, is 
characterized, says its manufacturer, by 
the design of a new heating element of 
rugged construction and efficiency. The 
element can be used in any heater 
having a standard socket fixture to hold 
the element. The intended retail price 
of the heater complete is $6.50; element 
only, $1.25. 





Heating Pad 


Electrical Merchandising, December, 1925 

Among other new products, the Gold 
Seal Electric Company, 2110 Woodland 
Avenue, Cleveland, Ohio, is marketing a 
heating pad which may be had in single 
or triple heat. The intended retail price 
of the single heat is $3, while the triple 
heat pad is $5. 


a 





Flexible Power Unit 


Electrical Merchandising, December, 1925 
Many chores around the house can be 
performed by the “Superba” electric 
flexible power unit of the Sirianni & 
Trumbettas Manufacturing Company, 6 
Brown Street, Carbondale, Pa., for by use 
of the various attachments which accom- 
pany the outfit stoves can be polished, 
as well as furniture, floors, linoleums, 
woodwork, silverware, copperware, alu- 
minum, ete. Other attachments, such 
as the emery wheel will edge knives 
and tools and the motor itself, when dis- 
connected, can be used with the ice 
cream freezer, meat grinder, sewing 
machine, and taken from one job to 
another without trouble. The outfit, of 
course, is also designed for use in 
garages and shops and other places 
where a power unit of this kind is 
needed. It is especially recommended 
by the manufacturer for reconditioning 
and renovating washing machines for 
it can be made to polish the copper tub, 
remove the paint, ete. Its intended 
re to type, ranges from $45 
to 25. 
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Table Fountain 
Electrical Merchandising, December, 1925 


During the winter months, when the 
dry heat has made the house uncom- 
fortable, the electric humidifier or 
fountain is indeed a necessity. A few 
drops of perfume in the water per- 
meates the entire room, making a 
pleasant, refreshing atmosphere. The 
fountain illustrated is marketed by the 
Electric Rainbow Fountains, Inc., 145 
East Twenty-third Street, New York 
City, and as its name indicates, colored 
lights play upon the water. The bowl 
of the fountain is 21 in. in diameter 
while the height of the fountain itself 
is 8 in. The container is spun copper, 
finished in imitation onyx. 




















Waffle Iron 


Electrical Merchandising, December, 1925 


A curved drip-pan that runs all the 
way around is a feature of the waffle 
iron of the Gold Seal Electric Company, 
2110 Woodland Avenue, Cleveland, Ohio. 
This pan catches any batter that may 
happen to run over, preventing it from 
soiling the table cloth. The waffle iron 
is 74 in. in diameter and has highly 
burnished nickel finish. Intended retail 
price, $6. 








- Milk Warmer 


Electrical Merchandising, December, 1925 

Milk may be warmed quickly and 
easily by means of the electric milk 
warmer. <A device of this kind is now 
being marketed by the American Toy & 
Novelty Company, Cleveland, Ohio. The 
De Luxe model of milk warmer has silk 
covering and ribbon handle in various 
colors and is intended to retail at $3. 




















Desk Lamp 

Electrical Merchandising, December, 1925 

Something new and pleasing in a desk 
lamp is the one pictured, brought out by 
the Lightolier Company, 569 Broadway, 
New York City. It may be had with silk 
shade for use on milady’s desk or piano 
or with glass shade for the studio or 
office of the man of the house. The 
lamp itself is made of Leanti metal and 
its height to swivel is 12 in. It has 
Swivel-adjustable shade and may be had 
in finishes of Tiffany bronze, antique 
gold or Pompeian. With shade of green 
glass with white inside, the lamp is 
listed at $9.00. With fancy silk shade, 
silk lined and interlined, trimmed with 
Fif.00" silk binding, it is listed at 


Heating Pad 


Electrical Merchandising, December, 1925 


Esmond robe material of unusual and 
attractive design is used for the cover 
of the electric heating pad of the Perm- 
way Electric Manufacturing Company, 
Appliance Division, 2129 Pine Street, 
St. Louis, Mo. The material is woven 
so as to allow a free circulation of air. 
Driver Harris Advance resistance wire 
is used in the element. The thermostat 
is adjusted by the manufacturer to 
function between the temperatures of 
175 and 180 deg. F., thereby insuring 
maximum heat with absolute safety. 
Type 50, 9 x 12 in. single-heat pad, is 
listed at $3.50; No. 51 at $4; and No. 
25, three-heat pad, 12 in. x 17 in., is $7. 








Semi-Cabinet Washer 


Electrical Merchandising, December, 1925 


Because a few pieces of clothing can 
be easily washed at any time with just 
enough water to cover them, the 
“Niagara” semi-cabinet washer is found 
of great service to the mother of small 
children, its manufacturer, the Truscott- 
Pierce Company, St. Joseph, Mich., 
points out. The washer is unusually 
simple in construction. The frame is 
heavy angle iron, riveted to the sheet 
steel plates. The rolls are large in size 
and full 12 in. in length. Other than 
the cabinet, the only change from the 
“Niagara” full-cabinet model is the 
vise units Intended retail price, 
$125. 
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Hair Waver 

Electrical Merchandising, December, 1925 

Resembling, in miniature, the large 
permanent waving unit, is the ‘“Perm- 
way” electric waver of the Permway 
Electric Manufacturing Company, Appli- 
ance Division, 2129 Pine Street, St. 
Louis, Mo. The outfit is unusually 
simple to operate and may easily be 
handled by the woman in her own 
boudoir. There are seven small curlers 
to the set, enabling one to dress the 
average head of hair at one time, equipped 
with two hair-retaining springs, one of 
which is used to hold the hair at the 
hair end, so that it can be rolled in 
either direction and to the point desired 
by the operator. The second retainer 
then holds the curler at the point de- 
sired. The heaters, of which there are 
also seven, are little aluminum tubes 
which are inserted into the curlers, In 
two or three minutes, it is explained, 
enough heat is generated to wave the 
hair which is then allowed to cool on 
the curler. Intended, retail price, $7.59. 














Cord Set 


Electrical Merchandising, December, 1925 

The Wellmade Electric Manufacturing 
Company, Torrington, Conn., is market- 
ing a cord set of standard design, with 
latest type appliance plug and two-piece 
attachment plug and 6-ft. cord.  In- 
tended retail price, $1. 
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Hot Plate 


Electrical Merchandising, December, 1925 

Single and double hot plates are now 
being marketed by the Gold Seal Elec- 
tric Company, 2110 Woodland Avenue, 


Cleveland, Ohio. Both models are 
substantially made and finished in 
nickel. The intended retail price of the 


single plate is $2; the double plate, $4. 


Electric Fire Place Log 
Electrical Merchandising, December, 1925 


Heat and illifmination, independent of 
each other, may be obtained from the 


new electric log of the Hersh Electric 
Specialty Company, 850 Thirty-second 
Street, Milwaukee, Wis. The log. is 


illuminated with two 50-watt incandes- 
cent lamps connected in series for 220- 


volt or parallel for 110-volt current 
supply. The lamps are located in the 
log in recesses provided by two knots 


and the light shines through slots in the 
surface. The light also illuminates the 
back of the fire place opening without 
disclosing the source of illumination. 


When heating service is desired, the 
logs are made to roll open, exposing 
the heating elements and reflector. The 
Wire-wound resistance element is easily 
replaceable. Three-heat control is 
provided, when desired, although the 


standard log consists of a 
out switch connected in such a manner 
that the current is automatically shut 
off when the logs are closed. 


two-pole cut- 











Electric Coal Burner 
Electrical Merchandising, December, 1925 
Any furnace burning coal may be 

equipped with the coal burner of the 
Buffalo Forge Company, Buffalo, N. Y. 
By means of this burner buckwheat coal 
may be used, thus effecting a saving of 
from $5 to $7 a ton on coal, at the same 
time keeping the house at any desired 
temperature. In addition, the company 
points out, with the use of the burner 
the house may be heated in ten minutes. 
A switch to operate the blower from the 
upper floors of the house may be ar- 
ranged when the burner is installed, to- 
gether with an inexpensive thermostat 
which automatically stops and _ starts 
the blower within a variation of 2 or 3 
deg. of temperature. Under normal con- 


ditions, the motor consumes about 60 
watts. It has waste-packed bearings 


which require oiling only once a season. 
Intended retail price, about $40. 








Household Iron 


Klectrical Merchandising, December, 1925 

Another “Redio” product of the Waage 
Electric Company, 5100 West Ravens- 
wood Avenue, Chicago, is the No, 611 
iron illustrated which is a 6-lb., one-heat 
oot 550 watts. Intended retail price, 
O.dd. 


Inside-Frosted 100-Watt Lamp 


Llectrical Merchandising, December, 1925 


Following the new 25-watt inside 
frosted lamp recently announced by the 
lamp companies—the IXdison Lam) 


Works, National Lamp Works, Westing 
house Lamp Company —is a 100-watt 
lamp which is of the same shape as the 
25-watt lamp, is frosted on the inside. 
has the coil filament, and its overall 
length is approximately an inch shorte! 


than the old 100-watt types. The lam} 
replaces all of the former 100-watt 
styles, clear, bowl frost, all frost and 


bowl-white. If reflectors are used which 
require the old overall length, a socket 
extension for use with the new lamp is 
available, 
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Lantern Flashlight 
Llectrical Merchandising, December, 1925 

Available for Christmas sale is the 
new Eveready lantern (No. 4753) of the 
National Carbon Company, 30 East 
Forty-second Street, New York City. 
This new flashlight was designed, says 
the company, to meet the special re- 
quirements of campers, motorists, farm- 


ers, linemen and repairmen generally 
and is especially valuable for general 
use around a house. The flashlight is 


of sturdy construction, entirely finished 
in nickel and is square in form. It is 
about 4 in. high, nearly 4 in. wide and 
is equipped with extension type bail 
handle which fits firmly against the body 
of the lamp when not extended. The 
light combines all the technical features 
generally required in a flashlight, includ- 


ing beveled lens, octagonal lens ring 
and positive switch. It uses three 
standard Eveready unit cell batteries, 
Intended retail price, $4. 




















HE time has passed when the 
electrical dealer was the only 
source for electrical merchan- 
The public has developed new 
buying habits which apply to elec- 
trical as well as to the other mer- 
chandise they buy, and the electrical 
dealer has to consider these new buy- 
ing habits in making his appeal for 
his share of the public’s money. 
Take as an instance, the modern 
merchandising methods introduced 
by the department store, methods of 
attracting the public into the store, 
and of displaying merchandise so 
attractively, offering leaders of such 
value at such attractive prices, that 
the customer once in buys whether 








dise. 








*krom an address by Mr. Sackett, deliv- 
ered before the meeting of the National 
Association of Lighting Equipment Dealers, 
Atlantic City. 


That 
merchandising methods of which he speaks 
is demonstrated by the varied and sales- 


Mr. Sackett employs the modern 


inducing display of merchandise in his 


he or she had intended to do so or not. 

In our own field, some of the light- 
ing companies have developed modern 
methods by making it easier for the 
public to buy than to do without. 

When in Chicago, this summer I 
picked up a Chicago paper and turn- 
ing to the electrical ads, as an elec- 
trical man will do, I found nearly a 
half page devoted to a fan. 


Suit the Convenience of 
the Purchaser 


This ad offered any type of fan 
from $6.50 to $36 on a payment of 
ten per cent down and the balance in 
ten months. This is what I call 
modern merchandising. A method 
that suits the convenience of the pur- 
chaser and makes it easier for him to 
buy than to go without. 


handsome show rooms and by the display 
in his show windows of the merchandise 
with a direct appeal to the public, fem- 
inine and masculine. Notice that the 





The electrical dealer must study 


Modern 
Merchandising 
Methods 


Public Buying Habits Are Changing—Success- 
ful Merchandisers of Electrical Goods Are Mak- 
ing It Easier to Buy Than to Go Without 


By H. I. SACKETT* 


President, H. I. Sackett Electric Company, Buffalo, N. Y. 


The electrical merchant has this 
competition to face; from the depart- 
ment store, the hardware store, the 
five-and-ten-cent store and the light- 
ing company. And he must study 
the wants and needs of the public. 

In my opinion the electrical con- 
tractor-dealer cannot meet this com- 
petition by calling for legislation 
against his competitors. It must be 
met by the use of the best methods 
developed by other successful mer- 
chandisers. It will be successfully 
met by the electrical man when he 
serves the public better than his 
competitor. 

In my opinion this is the greatest 
problem now before the electrical 
merchant and one which he must 
solve if he is not to fade out of the 
picture. 





major appliances, washer and ranges, are 
shown in the brilliantly-lighted mezzanine 
windows where they can be easily seen 
from across the street. 
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S. L. Nicholson and W.R. Herstein 


Receive MeGraw Award 


Manufacturer’s Medal with Purse Presented at Supply Manufacturers’ 


Banquet-—Jobber’s Medal and Purse Given at Buffalo Convention 


HREE prominent men of the elec- 

trical manufacturing industry 

and five well-known jobbers have 
been honored before national gather- 
ings this month by the presentation 
of the James H. McGraw Award 
established this year to encourage 
constructive thinking for the advance- 
ment of the electrical industry. At 
the banquet of the Associated Manu- 
facturers of Electrical Supplies held at 
the Hotel Roosevelt, New York, on No- 
vember 10, the bronze medal and the 
purse of one hundred dollars in gold 
were presented to S. L. Nicholson and 
certificates of Honorable Mention were 
extended to T. E. Barnum and Clarence 
A. Bates with the following citations: 


Samuel L. Nicholson, assistant vice-presi- 
dent Westinghouse Electric & Manufactur- 
ing Company, New York, for many years 
has devoted much thought and time to 
promoting the idea of a standard electrical 
ordinance that, adopted by municipalities, 
would establish uniformity in inspection re- 
quirements in harmony with the National 
Electrical Code and the National Electrical 
Safety Code. Out of this would naturally 
come relief from the present uneconom.c 
necessity for the production and distribution 
of duplicating types and sizes of many 
products required to meet the exactions of 
ill-conceived ordinances in force in diiffer- 
ent localities. 

Mr. Nicholson, by the most conscientious 
and persistent personal effort and leader- 
ship, has inspired and carried through the 
perfection of such a model uniform ordi- 
nance and achieved its indorsement and 
acceptance by the organized industry, and 
its influence is being extended to a steadily 
growing number of communities. 

Clarence A. Bates, electrical engineer, 
Bryant Electric Company, Bridgeport, 
Conn., through his tireless and conscientious 


service as chairman of the standards com- 
mittee of the Associated Manufacturers of 
Electrical Supplies has been responsible in 
a large measure for the great progress that 
has been made in the last two years in the 
development of standards in the manufac- 
ture of electrical supplies. He has brought 
to the work a degree of personal applica- 
tion and leadership that has conspicuously 
advanced the progress of standardization 
both in the acceptance of the idea and the 
actual production of practical standards 
that are today being generally accepted in 
the industry. 


Thomas E. Barnum, chief engineer Cut- 
ler-Hammer Manufacturing Company, Mil- 
waukee, as chairman of the casualty and 
fire-prevention committee of the Electrical 
Manufacturers’ Council, has been an out- 
standing figure in the development, the 
defense and the promotion of the National 
Electrical Code and the National Electrical 
Safety Code, this being an important func- 
tion of this committee. 3ut Mr. Barnum 
has given far more to this work than mere 
chairmanship of this active committee 
would entail. He has devoted to it an 
amount of time and effort and a degree 
of zealous purpose that has led to his as- 
suming a heavy responsibility and a very 
large burden of labor in the analysis of 
legislation and the active direction of 
measures for casualty and fire prevention 
undertaken as a broad, unselfish service to 
electrical progress. 


Presentations by Mr. Whitehorne 


Both presentations were made by 
Earl E. Whitehorne, associate editor, 
Electrical Merchandising, in behalf of 
the Committee of Awards. 

The James H. McGraw Award em- 
braces four medals, one each to the 
manufacturing, jobbing and contractor- 
dealer branches of the electrical indus- 
try and a medal for co-operation, each 
accompanied by a purse of one hundred 
dollars in gold. The award is to be 


endowed in perpetuity and will be pre- 
sented annually, sponsored by the fol- 
lowing committee, representative of the 
industry: W. W. Freeman, president, 
Union Gas & Electric Company, Cin- 
cinnati; H. B. Crouse, president Crouse- 
Hinds Company, Syracuse; W. E. Rob- 
ertson, vice-president Robertson-Cat- 
aract Electric Company, Buffalo; L. K. 
Comstock, president L. K. Comstock 
and Company, New York; F. M. Feiker, 
vice-president Society for Electrical 
Development, and Earl E. Whitehorne. 
The administration of the award has 
been placed in the hands of the Society 
for Electrical Development. 

Judges were appointed representing 
the associations in each case and were 
as follows: 

For the Manufacturer’s Medal - 
Clarence L. Collens, president Electrical 
Manufacturers’ Council; Gerard Swope, 
president Electrical Manufacturers’ 
Club; W. H. Thornley, president Asso- 
ciated Manufacturers of Electrical Sup- 
plies; A. E. Waller, president Electric 
Power Club, and Earl E. Whitehorne. 

For the Jobber’s Medal—John W. 
Owen, E. B. Latham and Co., McKew 
Parr, Parr Electric Company; C. P. 
Lashelle, W. R. Ostrander and Com- 
pany; A. F. Thatcher, Alpha Electric 
Company. 

The award to jobbers was pre- 
sented before the annual winter con- 
vention of the Electrical Supply Job 
bers’ Association at the Hotel Statler, 
Buffalo, on November 19. The medal 
and purse were awarded to William R. 
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Herstein of Memphis, Tenn., and cer- 
tificates of honorable mention were 
given to John L. Buchanan, St. Louis; 


Robert H. Scott, Atlanta; S. C. 
Greusel, Milwaukee; and William A. 
Requa, Rochester, with citations as 
follows: 


William R. Herstein, vice-president, 
Wesco Supply Company, Memphis, Tenn., 
for many years has devoted much thought 
and time to the study and discussion of 
the problem of distribution in the electrical 
industry. Through correspondence, in pub- 


lished articles, in conference, and in ad- 
dresses before various groups of electrical 
men he has worked to focus the attention 


of the industry on this vital economic issue, 
to stimulate intelligent interest and through 
analysis and argument to clarify the un- 
derlying principles on which enlightened 
policy in the relations between the various 
branches of the industry must be predi- 
cated. Mr. Herstein’s long-continued serv- 
ice in this work was dramatically erystal- 
lized on October 1, 1924, when he presented 
before the annual convention of the Associ- 
ation of Electrogists-International an ad- 
dress on “Distribution from the Standpoint 
of the Wholesaler’ in which he discussed 
in detail the functional relationships of the 


electrical contractor-dealer and the jobber 
and the present conditions that surround 
them, with particular reference to the 


merchandising 
}electragists. 


declared policy of — the 


John L. Buchanan, president, Wesco Sup- 


ply Company, St. Louis, during the year 
1923, became impressed with the possibili- 
ties for effecting a practical economy in 
the distribution of electrical supplies 


through better methods and standards of 
packing, and carried out in his own busi- 
hess an analysis of unit quantities to deter- 
mine how best to serve the popular demand 
is represented by current orders. The re- 
-ults of the study were so interesting that 
in 1924, he extended the survey to embrace 
five jobbing houses in Chicago, two in St. 
louis, two in Kansas City and three in 
Omaha. The investigation resulted in the 
development of new knowledge on the econ- 
omies of standard units and their packing 
that made possible many improvements in 
wholesale practice that have been adopted 
and applied in manufacturers’ shipments to 
the jobbers. 


Robert H. Scott, assistant to the presi- 
dent, Carter Klectric Company, Atlanta, put 
into effect a system of sales co-ordination 
between the jobber and his customers that 
developed a remarkable degree of co-opera- 
tion and an unusual amount of. sales 
activity upon the part of the electrical con- 
tractor-dealer. The plan organized a sales 
program to embrace both the jobber and 
his local outlets, under the direction of the 
jobbers’ sales promotion men, who set up a 
progressive schedule of advertising and sell- 
ing that tied in every dealer and contractor 
on a definite basis and made him a partici- 
pant in a broad campaign of market build- 
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of the Electrical Industry 




















ing in which the manufacturer, jobber and 
dealer were all in step. The service was 
co-operative in character, but above all a 
demonstration of the broader function and 
opportunity that awaits the jobber who is 
willing to make a merchandising institution 
of his business rather than merely a com- 
bination of warehouse and sales office. 


Sylvester C, Greusel, president the GQ 
Electric Company, Milwaukee, being con- 
vinced of the practical value and_im- 


portance of establishing a more general use 
of the Association of Electragists Standard 
Accounting System for Contractors and 
Dealers, with the co-operation of the job- 
bers of Milwaukee, established a fund to 
assist the local contractor-dealers in in- 
stalling the accounting system, enlisted a 
large number of them in the movement, em- 
ployed an accountant to supervise and audit 
their accounts, and supported by a cam- 
paign of educational advertising, carried the 
work along, until, conscious of its value to 
them, the contractor-dealers themselves as- 
sumed the expense. As a result the pros- 
perity and credit standing of the Milwaukee 
Contractor dealers has been greatly im- 
proved. 


William A. Requa, president Requa Elec- 


trical Supply Company, Rochester, New 
York, seeing the desirability of encourag- 
ing his contractor-dealer customers to at- 


tend the annual convention of the Associa- 
tion of Electragists, that they might be 
benefited by a broader viewpoint and be- 
come more prosperous, conceived the idea 
of assuming responsibility as a jobber for 
financing the cost of the trip by instituting 
a small monthly charge to the customer's 
account and impounding the money to be 
paid over in time to meet the expenses of 
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This Christmas tree was dedicated last 
year at the December meeting of the 
New York Electrical League, held at the 
Hotel Astor. Hidden in the branches of 


the tree is a set of loudspeakers which 
broadcast the proceedings to Times 
Sauare. This is an idea which can be 
put into practical use, 


the convention. In this way he made it 
easy for additional contractor-dealers to 
participate in the national association ac- 
tivities and increased the number in 


attendance, 





Loudspeakers in Times 
Square Christmas Tree 


More than a thousand members 
and guests of the New York Elec- 
trical League met at luncheon in the 
Hotel Astor last year for its regular 
Christmas celebration and with ap- 
propriate ceremonies dedicated a 
community Christmas tree, which 
had been installed in Times Square, 
the center of New York’s theater 
district and the heart of the “Great 
White Way.” 

The tree was a 50-ft. spruce erected 
on an ornamental platform and deco- 
rated with 1,500 multi-color electric 
lights. Hidden in the branches of 
the tree was a set of loudspeakers 
connected with microphones installed 
in the Hotel Astor ballroom. The 
dedication and the singing of carols 
were broadcasted to Times Square. 
A service of Christmas carols was 
also broadcasted from the tree on 
Christmas Eve, and the music from 
the hotel was audible to the throngs 
on the street throughout the holiday 
week. 

This is an idea which can find suit- 
able application in many ways. If a 
Christmas tree has been wired on the 
front lawn, the finishing touch would 
be to put a radio loudspeaker among 
its branches. If you have a tree 
right in your store, put a loudspeaker 
in it. This will add greatly to inter- 
est in the tree; will almost give it a 
personality, and also eliminate the 
sometimes dull and uninteresting ap- 
pearance of the average loudspeaker. 
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The roof of the Hotel Davenport, at Spo- 
kane, Washington, is an admirable illustra- 
tion of the wiring and lighting opportuni- 


ties available at Christmas time. There 
are many buildings of public, semi-publie, 
or even private nature, whose owners 


would be glad to have them specially wired 
for holiday lighting if it were brought to 
their attention. 





Co-operative Christmas 
. Advertising in California 


Under the leadership of the Cali- 
fornia Electrical Co-operative Cam- 
paign, the electrical dealers in that 
state united their efforts in a Christ- 
mas appeal which, on account of its 
unified nature, was counted on to 
have a cumulative effect. Special 
advertising material had been pre- 
pared for the campaign emphasizing 
the value of electrical gifts as 
Christmas presents. This was de- 
signed for store and window decora- 
tion, as well as for newspaper adver- 
tising and was supplied to dealers, 
jobbers, and central stations. This 
material included large wreaths in 
the center of which appeared the 
words “Give Electrical Christmas 
Gifts,” cutouts of Santa Claus, 12 in. 
high with the hand pointing to the 
right, left, and center; and slips on 
which were printed slogans urging 
the purchase of electrical Christmas 
gifts. 

Such gentiments as “Superior 
Coffee Made at the Table in Electric 
Percolator,’ “Crisp Toast Made 
Right at the Breakfast Table” and 
the like were included in this list. 

In addition to individual adver- 
tising, the Co-operative Campaign 
itself arranged for the display of 
electrical Christmas slides in motion- 
picture theaters throughout the 
state, by which it figured all of 
three million people could be reached 


with the message in two weeks’ time. 

The general plan was a wider ap- 
plication of a most successful Christ- 
mas drive carried on by the San 
Diego electrical group during last 
year’s Christmas season. The great 
success of this campaign has been 
credited to the effective material 
used and to the 100 per cent par- 
ticipation of all dealers in electrical 
lines, brought together and directed 
by the power company. 

Under the leadership of A. E. 
Holloway, a conference was _ held 
early in the season at which plans 
were laid out. The central station 
contributed a_ starting fund and 
others subscribed according to their 
proportion, until an active sum of 
over $1,000 was available for co- 
operative advertising. Individual 
advertising was also encouraged to 


tie in with the general scheme, 
using the campaign slogan of “Give 
Electrical Christmas Gifts.” Banners 
were used on all power company cars 
during this period, as well as on the 
delivery wagons of electrical dealers. 
Windshield stickers were provided 
for all and the electrical men them- 
selves wore large buttons bearing 
the symbol and slogan. 

So successful did this campaign 
prove that it was copied by many 
other sections. It is a model of 
what may be done by those groups 
who really get behind the movement 
of co-operative Christmas selling. 

A further idea was taken up by 
the Co-operative Campaign and 
adopted as an additional slogan. 
This was embodied in the phrase 
“Make Christmas Last Throughout 
the Year.” 





"; wrapping counter of the 
store is one of its stragetic 
positions. Here the customer stands 
for a greater or lesser interval when 
each purchase is made; his attention 
is undistracted and he is in a position 
to receive new suggestions for possible 
additional purchases. It is not al- 
ways advisable to press such sugges- 
tions verbally, but there is no reason 
why the article itself should not be 
at hand to make its own appeal. 
Why make your wrapping counter of 
opaque wood? The top surface must 





A Dollar-Winning Suggestion 


Making Sales at the Wrapping Counter | 


be free to permit of handling the 
bundle and there must be room below 
to hold string and paper, but there is 
no reason why a shallow display case 
cannot be inserted at the top and in 
front, still allowing ample space in 
the rear for materials. Articles which 
are the subject of casual purchase 
such as lamps and fuses, and novelties 
or devices little understood are good 
material to display in these cases. 
They will make just as good subject 
matter for discussion as the weather 
and better for profits. 




















Getting the Decorative Lamp 


Business 


A Story of a Thousand Styles and How They Are 
Merchandised by the Electric Shop, Cincinnati, Ohio 


IVE floors devoted to the dis- 
vs and sale of lamps and 
electrical appliances, the major 
portion of this space assigned to the 
decorative lamp department. This 
is the situation in the Electric Shop 
at Cincinnati, Ohio, where a stock 
of over 1,000 different styles of 
floor and table lamps is carried. 
“Does it Pay?” This question 
naturally arises in the mind of the 
practical dealer or central station 
commercial manager, when 


sand wired homes. Today, this 
city of 425,000 has over 120,000 do- 
mestic meters, quite an increase, you 
will agree, in such a comparatively 
short space of time. We accom- 
plished this by working a force of 
125 wiremen. Now we are applying 
these same intensive methods to the 
electrical equipment of these homes. 
We have stocked up, hired experts, 
and gone right after the lamp busi- 
ness—that’s all.” 


A more detailed investigation of 
the actual methods which were em- 
ployed in building a portable lamp 
business now occupying three large 
floors reveal, however, that there is 
quite a little more to it than that. 
There has been a lot of clear think- 
ing interjected in the reasons for 
the pronounced success of the 
Electric Shop. 

As Mr. Heed has stated, experts 
were hired. 





he views for the first time 
this vast assortment of | 
quality lamp stock in the | 
Fourth Street store of the 
Gas and Electric Appliance 
Company. 

It is good business for a 
central station to maintain 
a lamp shop on a large 
scale in a city the size of 
Cincinnati, we are _ told, 
because for every portable 
sold and delivered, approx-_ | 
imately five dollars a year | 
is added to the revenue of 
the lighting company. 





"$21.00 


Lamps Sold for 
Load 


Lamps are featured by 
the Electric Shop because 
of the potential load which 
they represent. “We are 
not interested in making a 
large merchandising profit 
from our lamp business,” 
said S. D. Heed, president 
of this company. “Why 
should we be when our load 
revenue is such a very | 
large part of our total 
income? On the _ other 
hand, I have always in- | 
sisted that our commercial | 
branch must not operate 
in the red. Our lamp de- | 
partment today is showing | 
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An experienced lamp 
buyer, Mr. Edward C. Wet- 
tengel, was brought into the 
| organization to take entire 
| charge of the lamp depart- 
ment. Mr. Wettengel was 
formerly a successful 
fancy goods merchant of 
forty years’ ripe experi- 
ence. He owned his own 
business and had retired 
with a comfortable com- 
petence. Such was the im- 
portance attached to the 
position of head of the 
lamp department by Mr. 
Heed that he was willing to 
pay the salary necessary to 
obtain a man with Mr. 
Wettengel’s background. 


Value of Feminine 
Viewpoint 


Mr. Heed knows the 
value in the lamp business, 
of the feminine viewpoint. 
For consultation with Wet- 
tengel, for sales force 
supervision and for making 
the right contact with the 
public, Miss Frieda Daum 
was engaged. Miss Daum 
had a record of twelve 
years in the gift shop 
business to her credit. She 
had a highly developed 
sense of the artistic. She 
is also intensely practical 


$36.00 








a substantial profit. 

“Four years ago,” con- 
tinued Mr. Heed, “Cincin- 
nati had but forty thou- 


This advertisement appropriately expresses the idea of a 
charmingly-lighted room because it is charming of itself. 
The appeal is based on a variety of lamps for the customer 
to choose from to impart some of the charm illustrated to 
his own home. 
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and knows how to train and 
retain the right type of 
saleswoman. Miss Daum 
has now served the Elec- 
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A floor devoted to the sale of lamps. 
Note that the mirrors make a_ very 
effective background and can be included 


very appropriately to sell with the 
lamps. A large assortment of lamps is 
carried, and at a variety of prices. 





tric Shop for six years. One of 
her many contributions to the affairs 
of “the shop” has been her sugges- 
tions for better and more effective 
displays. 

Mr. Heed then permitted these 
two exnerts to carry out their own 
ideas, each in his respective field. 
Result—a lamp department the equal 
of any in the country. A lamp de- 
partment that for 1925 will sell a 
volume running well into six figures. 


Creating Store Traffic 


Large stocks require many pur- 
chasers if a profitable turnover is to 
be obtained. The public must first 
see this wealth of beauty before a 
single sale can be closed. The Elec- 
tric Shop attracts the Cincinnati 
shopper because it is in itself so at- 
tractive and because it advertises 
regularly and uses ample display 
space. 

The first magnet, silently exerting 
its unremitting “pull” on all who 
come within the field of its power 
is, of course, the show window. 
“My windows,” explained Mr. Wet- 
tengel, “are the street signals which 
hold up their hands to the busy pass- 
ing traffic and say ‘stop—enter here’! 
To them I attribute forty per cent 
of the ‘store traffic’ which we enjoy.” 

The second magnet compels with 
an almost irresistible force. We re- 
fer to the atmosphere of the lamp 
department. 

One thousand styles in prices that 
range from $1.50 to $150. Parch- 
ment and silk, wood and metal, all in 
lavish profusion and each in its 
proper setting. Wall mirrors of all 


kinds are used for decorative back- 
grounds. Nothing could be more fit- 
ting than these highly polished 
crystals to add the finishing touch of 
this “Aladdin’s Paradise.” 

Boudoir lamps completely fill the 
balcony. These are easily seen from 
the first or major appliance floor. 
It is, however, on the second landing 
that one familiar with lamp display 
fully grasps the magnitude of this 
lamp display effort—so successfully 
carried out and so resultful in its 
compelling stimulation of the buying 
urge. 

Floor and table lamps in banks or 
pyramided, permit easy access and 
inspection, and at the same time, 
facilitate the showing of many num- 
bers per square yard of floor space 
occupied 
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“How do you move all this stock?” 
we asked Miss Daum. 

“We have educated the people of 
Cincinnati to appreciate the lasting 
value of the truly beautiful,” she 
replied. “They know that nowhere 
else in town, in fact, in the entire 
country, will they find a larger 
assortment of decorative lamps at 
fairer prices.” 

“Do you have clearance sales at 
stated periods?” was the next ques- 
tion. 

“Yes,” she replied, “but only on 
our shop-worn numbers. We never 
cut the prices on modern, fresh, 
stock. These sales of out-of-style 
items are conducted twice a year. In 
August, and again the latter part of 
January.” 


Value of Location, Reputation 


Miss Daum attributes the sus- 
tained public interest in the Electric 
Shop in part to its very fine location 
and to its reputation for always 
carrying the latest “up-to-date” 
stock. Metal is now quite in vogue, 
she says. Old Spanish and antique 
gold are popular finishes. Tall floor 
lamps are on the way out, accord- 
ing to this lamp student. Sixty 
inches is the present popular height 
and fifty per cent of the demand is 
still for the wooden bases. 

“We sell all classes,” continued 
Miss Daum. “Women from the 
ranks of the wage earner are not 
afraid to come to our shop. They 
know that we carry the medium- 
priced lines as well as the expensive 
items. The popular demand lies be- 
tween $7.50 and $25.00. 

“Our average margin is about 45 
per cent,” she said. “It costs us 35 

















Just as soon as shades are received 
they are unpacked and hung en wires ce 
this special, dust-proof, room to dry anc 


stretch. This room is maintained at a 
temperature of 80 deg. F. WwW hen on 
display, the shades are covered at night. 
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per cent to do business. I grant you 
that this is operating on a rather 
close margin, but we find this ample 
to meet the profit requirements as 
laid down for us by the manage- 
ment.” 

Let it not be thought that the rea- 
son for the large lamp business of 
the Electric Shop is due to lack of 
competition. The Cincinnati depart- 
ment stores are just as active in 
lamp merchandising as are the de- 
partment stores and specialty shops 
in other cities. The Electric Shop 
is located in the very heart of Cin- 
cinnati’s department store and shop- 
ping district and all around it are 
these department stores with large 
and attractive lamp stocks. This lo- 
cation, easily accessible to the shop- 
ping woman, is one of the reasons 
for the volume done in lamps. When 
a woman has decided to buy a lamp, 
she shops for it and visits all the 
stores within convenient reach, be- 
fore she makes her purchase. That 
customers shop for lamps is_ in- 
terestingly shown by the fact that 
although the Electric Shop main- 
tains branches in Covington, New- 
port and other nearby towns, many 
sales of lamps as well as other mer- 
chandise are made at the Fourth 
Street Electric Shop for delivery in 
these towns or neighborhoods where 
branch shops are maintained. These 
branch shops all have lamps on dis- 
play, but they cannot have, naturally, 
the large assortment shown in the 
main store. Women from these sur- 
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Seven reasons why the Elec- 
| tric Shop has attained lamp 
| leadership in Cincinnati 


1. Its windows are hand- 
somely decorated; 

2. It uses quarter-paze 
newspaper space regularly; 

3. It employs two of the 
best lamp experts in the 
country; 

4. It carries an unusually 
large assortment of lamp 
merchandise; 

5. The stock is so attrac- 
tive, and so complete, that it 
lends to the lamp department 
an almost irresistible  at- 
mosphere of charm; 

6. It holds two clearance 
sales of odd-lot numbers a 
year; 

7. It keeps’ the 
scrupulously clean. 


stock 











rounding communities come into Cin- 
cinnati’s shopping center and look in 
a number of stores before they de- 
cide on so important a purchase as a 
lamp. 

A large stock, when bought with 
an experienced eye to assortment 
and variety, certainly does not mean 
a lower turn-over than a small stock. 
It means more sales. ; 

The public, of course, is never 
allowed to forget that the Electric 

















The lamps are banked and pyramided, 


to permit easy access and inspection, 
and, at the same time, facilitate the 


showing of many numbers per square 
yard of floor space occupied. It is 
simple to detach a lamp for inspection. 
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Shop is lamp headquarters. Much 
of the advertising done by this cen- 
tral station on lamps appears to- 
gether with the advertising of other 
merchandise in what has come to be 
known as “department store lay- 
out.” Fairly large space is fre- 
quently used and all the departments 
in this large Electric Store are given 
proportionate space. It may be said 
that a day never passes in Cincinnati 
without the public being reminded 
that the Electric Shop has desirable 
lamps in great variety for sale. 
Furthermore, terms are offered on 
these lamps so that the family which 
ordinarily would not be able to pay 
$50.00 cash for a lamp can buy a 
$50.00 lamp in easy payment on 
their light bill. 


The Silk Shade Problem 


Delicate lamp shades require spe- 
cial treatment, The majority of elec- 
trical dealers who handle them may 
well profit by the experience and 
methods of the Electric Shop. Lo- 
cated in the basement is a special, 
dust-proof “lamp shade room.” This 
room is maintained at a tempera- 
ture of about 80 deg. F. When the 
shades are received they are un- 
packed and suspended by wires on 
racks in this room to dry and to 
stretch out. 

When a lamp is sold off the floor, 
the shade on the sample is the one 
that the customer gets. A fresh 
shade from the stock room replaces 
it, thus there is no danger of a shade 
in the sales room becoming a total 
loss through the cutting ravagings 
of dirt or because of much handling 
or the ordinary wear and tear. 

This alert lighting company knows 
that it pays to keep everything 
scrupulously clean. A woman does 
nothing else but dust the stock. She 
works from morning until night and 
is kept quite busy. In the evening 
before the store closes, each lamp 
shade is covered with a large silk 
scarf. 

“It certainly pays us to keep 
the lamps clean,” volunteered Miss 
Daum. “Remember,” she said, “that 
many women wear white kid gloves, 
one experience in picking up a dirty 
lamp shade is enough for this type 
of desirable buyer. There are two 
reasons, therefore, for dusting 
shades at least once a day. It pro- 
longs the life of the silk fabric and 
invites inspection. In spite of the 
fact that we take the very best of 
care of our lamp stock, we figure a 
10 per cent depreciation on silk 
shades.” 
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Electrical Merchandising Pictorial 


A Monthly Picture Section of Sales Ideas 

















Serving the Eleventh-Hour Buyer 


N SPITE of the exhortation to shop early, a large 

part of the buying public insists on making its 
Christmas purchases in the two weeks before the 
twenty-fifth. The merchant cannot afford to be 
without stock at this peak of the buying. When the 
crowds are cleaning your shelves, use the long dis- 
tance telephone; order new merchandise and order 
shipment via the lines that will get it into your 
Store in the shortest time. Express is probably 
quicker at Christmas time than Parcel Post. 

Electrical Merchandising has obtained from the 
American Railway Express Company a schedule 
of transit time between some of the main distribut- 
ing points: 
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Leave New York City Monday Evening 


For Due to Arrive 
Boston, Mass. Tuesday 
Pittsburgh, Pa. Tuesday 
Chicago, III. Wednesday 
St. Paul, Minn. Wednesday 
St. Louis, Mo. Wednesday 


Leave Chicago, Ill., Monday Evening 


Dallas, Texas Wednesday 
Houston, Texas Thursday 
New Orleans, La. Wednesday 
Omaha, Neb. . Tuesday 


It is pointed out by the express company that 
this is average time under normal conditions. 
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From Czecho-Slovakia comes 
this charming little lamp 
which has glass shade and 
glass base. It may be had ina 
choice of three colors, the one 
pictured being orange with 
deep blue decoration. In- 
tended retail price, about $15. 
The vase below is of Danish 
pottery in pale yellow and 
achite. It retails for $3.50. 




































Distinctive Lamps and Novelties} t 


(Below) Three table lamps of different design. 





The lamp to the 


left, which has a metal base with Flemish silver finish and silk 
taffeta shade, retails for $50. The center lamp has a Chinese egq- 
shell porcelain base with embroidered shaul shade and lists at $114. 
The lamp to the right has a metal base in the well-liked ship design, 
avith parchment shade, likewise bearing a ship design. It retails, 
complete, for $32. Pedestals in Spanish brass and green and silver, 
$40 each; console, $90. 














(Below) Thoroughly exqui- 
site in design and coloring 
is the lamp shown on the 
pedestal below. It has an 
imported Belgian marble 
onyx base which may he had 
in black, strawberry, green 
or gold, with bronze trim. 
The shade is of imported 
French taffeta, in two-color 
effect. It retails for $130. 
The small Dresden-base lamp 
has an 8-in. taffeta shade, 
with applique of French 
print. The base is $12 and 
the shade $6. The wall clock, 
in marble and gold finish, 
has eight day movement and 
is listed at $23. Pedestal, 
$40; telephone chair, $25. 
The pedestals, consoles and 
cabinet have black marble 
tops. 


All prices subject to 50% 
trade discount 








(Below) Here are all the 
accoutrements for a dainty 
dressing table. The doll 
boudoir light retails for 
$15; the Dresden china 
powder jar is $7.50. The 
silver-finished “Crinoline 
Girl” powder container 
and the cigarette holder 
and ash tray are each $+. 
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ies| to Lure the Last-Minute Buyer 


The unusual floor lamp (below) with wood and metal base, finished 
in dull blue while the georgette shade is of taupe lined with blue. 
The retail price, complete, is $50. The little gold-finished girandoles 
retail for $15 each and their silk shades for $1.50 each. The marble 
and bronze lamp in the center has silk shade of deep cream and 
retails complete for $22. The lamp to the right retails for $18. The 
Chinese lacquer shade in matching color is $11. Fernery, $30; 
mirror, $50; cabinet, $175. 













































I- (Below) The baked-enamel 
ng and plated bridge and junior 
he floor lamp pictured may be 
an had in a variety «af finishes 
ble aith pin-pleated georgette 
ad shade, lined and interlined. 
en Table lamp and boudoir 
im. lamp to match may also be 
ted had, retailing at $30 and $10 
lor respectively. The bridge lamp 
30. is $29.50 and the floor lamp 
m p $37.50. The small wrought 
de, iron table lamp has green- 
ach finished base and green Both the base and shade of 
ind georgette shade lined with this lamp are illuminated, the 
wk, tangerine. It retails for $26.50. base being a translucent vase 
ish, The larger table lamp, 27-in. through which the light from 
ind overall, also has wrought iron the bulb within softly filters. 
tal, hase, with rusty iron finish, The shade is silk with gold 
25. and georgette shade, $37.50; braid trim. Intended retail 
ind console, $100. price, $15. The lamp below 
Me : which has china base with 

Manufacturers’ names glossy shade to simulate the 

on page 5768 china base, retails for $5. 
he 
/ 








(Below) The ‘“Haeger” 
pottery vase of unusual 
design, here holding small 
shell flowers, retails for 
$3. The “Hercules” book- 
ends, 8'-in. high, are $10 
a pair. The wrought iron 
student’s lamp is $16 while 
the old-map parchment 
shade is $8. The amber 
glass cigarette set is $6. 
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Record Sales 


November - December, 1924 


Brooklyn _______- 6,370 
Philadelphia _____ 6,316 
Boston __________ 5,671 
Detroit ..._...... 5,303 
Newark__________ 4,142 


and you’ll hear of sim- 
ilar records this year 
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You CAN'T Buy Better- 


Highest 
Quality 


In quality of de- 
sign, materials and 
workmanship, we 
will match the 
Sunnysuds with 
any electric wash- 
er on the market, 
regardless of price. 


Sunnysuds 
Advantages 


Self-oiling; all metal; 
heavy copper tub; 
pressed steel cabinet; 
aluminum wringer; 
splash-proof, self-cool- 
ing motor; automatic 
safety switch; enclosed 
gears—no belts, chains 
or springs; gray enamel 
finish; standard capac- 
ity; compact design 














before it is submitted to your com- 
petitors. Because we confidently 
believe that unless a merchant is 
bound hand and foot to another 
line, he cannot resist the money- 
making possibilities of this new 
Sunnysuds franchise. A post card 


will bring the entire proposition. 
SUNNY LINE APPLIANCES, INC., DETROIT, MICHIGAN 


Canadian Factory: Onward Manufacturing Company, Limited, Kitchener, Ontario 


i a Electric 
& Tg Se Washer 
eA SELF awnings 
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Christmas Lighting in Downtown Buildings 


Because there are 
no growing trees to 
fill with Christmas 
lights is no reason 
why the business 
district should not 
be filled with the 
Christmas spirit. 
These three build- 
ings suggest simple 


and beautiful dec- qeaeeae 


orative lighting in 
office buildings. 








Below is the Tennessee 
Electric Power Company’s 
building at Chattanooga, 
Tennessee, with a Christ- 
mas candle in each window. 
B. H. Martin, Illuminating 
Engineer of this company, 
gives the details: 


“‘A quantity of card-board 
tubes similar to mailing 
tubes of about 24 in. in 
length were secured. 
Square blocks of about 
6 in. x 6 in. were fastened 
to one end of the tube and 
served as a base. Through 
these tubes were drawn 
lamp cords with an ordi- 
nary brass socket at the 
top. In these sockets were 
placed 25-watt, candle- 
type, frosted lamps. The 
other end of the cord was 
provided with a plug which 
connected to the conve- 
nience outlet in each rooin. 
The candles were lighted 
at dusk each day, and 
kept burning until mid- 
night, during the week 
of Christmas, beginning 
several days before.” 














Oval above: The illuminated gothic chapel atop 
the Bush Terminal Building is one of the regular 
features of the New York night skyline. The 
cross at Christmas time is formed by lighting 
two rows of offices, one vertical and one 
horizontal. 


Above: Another beautiful effect achieved by 
the lighting of the offices in a prominently 
located building in Milwaukee. 
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The Six Essentials of Selling 


House-wiring 


Experience in Handling Salesmen and Old-House Jobs in the 
Course of Successful Campaign in Indiana’s Capital City 


By THOMAS F. HATFIELD 


General Manager Hatfield Electric Company, Indianapolis, Indiana 


SKED by the editors of Electri- 
A cal Merchandising to give to 
the trade-at-large my careful 
analysis of the campaign we are con- 
ducting in the city of Indianapolis 
for the wiring of old houses, it is 
indeed a pleasure to present to the 
readers of this publication certain 
important and salient facts concern- 
ing this campaign and to tell how 
we have profited by eliminating the 
element of chance in the game by 
following a few good common-sense 
rules. 

Taking the points in the order of 
their importance to our success, as 
we see them, let us put down the list 
as follows: 

1. Management; 2. Selection of 
salesmen; 3. Credit management; 
4. Co-operation of all departments; 
5. Personal contact with the cus- 
tomer; 6. “Follow-up” for additional 
business. 


New Soliciting Department 
Created 


We are contractor-dealers—mem- 
bers of the Association of Electra- 
gists, International—and in order 
that we might give to this new work 
the care and attention it deserved, 
we created a new department in our 
business, calling it the Soliciting 
Department. In selecting the man- 
ager for the new department, we 
sought to place in charge a man ex- 
perienced in figuring old-house work 
and able to train solicitors and to 
sell the proposition to prospective 
salesmen. Up to the present, our 
selection has more than justified the 
care and attention we gave to this 
all-important post, and to any of my 
readers contemplating a similar cam- 
paign, our advice is—take the great- 
est of pains in the selection of this 
hub of the campaign wheel. That is 
why I have placed Management at 
the top of the list. 

We all know what a never-ending 


job it is to keep a force of salesmen 
and solicitors on the job every day 
and every day, and to keep them 
from becoming disheartened over 
the loss of a few jobs they were 
“certain” of closing. And, then, last 
but not least, there is the tre- 
mendous turn-over in sales help that 
always attends any and every cam- 











Your success in putting on 
a sales campaign for wiring 
old houses will depend on the 
following points, declares Mr. 
Hatfield: 


1. Management 
2. Selection of Salesmen 
3. Credit Control 
4. Co-operation of All De- 
partments 
5. Personal Contact with 
the Customer 
| 6. Follow-up for 
| tional Business . 





Addi- 




















paign. It has been the experience of 
every campaign manager when ad- 
vertising for salesmen to find that 
the men who generally answer the 
ads, are those who are out of em- 
ployment and to whom a five-dollar 
bill looks like a “fifty.” To be able 
to sell this type of man on a propo- 
sition where the direct result of his 
efforts is the only method of com- 
pensating him for his services, is a 
task worthy of a Hercules. 

We have found that a straight- 
commission basis of compensation is 
the fairest to both salesmen and the 
company—for sixty per cent of all 
salesmen hired, quit at the end of 
the second day, twenty per cent of 
the remainder leave the third day, 
fifty per cent of the remainder at the 
end of one week, while the balance 
continue from two weeks to three 
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months. When you analyze these 
figures you can readily see that only 
one or two men out of every twenty 
turn out to be productive salesmen. 
Indeed, a manager who can main- 
tain even this appalling average is 
worth his weight in gold. 

In the education of these new men, 
and they are from every walk of 
life, it has been our policy to send a 
new man out with an older one the 
first day, in order that the recruit 
may be properly instructed in the 
art of estimating outlets and “sell- 
ing the idea” to prospective pur- 
chasers. All contracts secured 
through the efforts of both the old 
and the new man, are placed to the 
credit of the new man, which is very 
heartening and a stimulas for the 
days to follow. 


Contracts Are Closed 
After Hours 


I might also add here that fully 
eighty per cent of our contracts are 
signed between seven and _ nine 
o’clock in the evening. A man who 
is not willing to work at all hours 
of the day or night has no place in 
our organization. 

Women solicitors precede our 
salesmen. We employ three such 
solicitors at the rate of $12 per week, 
plus a small per cent on sales closed 
through their efforts. We _ have 
found from experience, that middle- 
aged married women with families 
and homes are the most dependable, 
as they are old enough to realize the 
value of a dollar and apply earnest 
efforts to increase the family in- 
come. 

Our turn-over in women solicitors 
has been very small as compared to 
salesmen, and we attribute this de- 
cline mainly to the fact that the 


above-mentioned type of women are 
the best adapted for this work. 
Credit management comes next. 
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Payment on account is so necessary 
that our credit manager passes on 
all credits before the work sheet is 
even placed in the hands of our 
superintendent. 

Our contract forms have space for 
the names of three references as 
well as for names of firms with 
whom customers have obtained pay- 
ment terms, and if after calling 
these firms and looking up their 
references, there is any doubt in our 
minds as to the ability of the cus- 
tomer to pay the 
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chandeliers from the premises in 
event of non-payment. This is a 
new idea we found to be perfectly 
legal, for in removing chandeliers 
from the property, we do not injure 
them. While we have not exercised 
our authority in this regard so far, 
we believe we can realize and break 
even on our actual cost in event we ex- 
ercise these rights for non-payment. 

I might also add, our contracts 
call for 25 per cent of the total cost 
as a down-payment, the remaining 


ee 
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men are paid at the rate of from 
thirty-five cents to one dollar per 
hour, according to the speed with 
which they install the stipulated 
number of outlets. 


Men’s Hourly Pay Based on 
Speed of Work 


Digressing a moment again, our 
Superintendent who directs’ the 
efforts of the men, has so thoroughly 
analyzed the game that every Thurs- 
day night he calls their attention to 
the number of 





account, our solic- 
itor manager, ac- 
companied by our 
credit manager, 
calls on the cus- 
tomer, indicating 
to him they are 
checking the ma- 
terial, etc., to be 
placed on the job, 
asking to see a 
copy of his con- 
tract, checking it 
with the original 
and in a general 
way asking ques- 
tions concerning 
the prospects’ 
financial respon- 














outlets installed 
under favorable 
conditions and 
rates them on the 
speed and neat- 
ness of their work. 
To further explain 
this plan—a fifty- 
cents - per - hour 
man who has in- 
stalled several 
jobs in a satisfac- 
tory manner and 
with greater neat- 
ness and dispatch 
than his fellow 
fifty-cent men, is 
automatically 








sibilities. 

W hile looking 
over the premises 
they make a Ccas- 
ual survey of his house, furnishings, 
etc., and in this way, are able to 
judge in a great number of cases if 
the prospect is capable of paying for 
the work when it is installed. 

This is also a check-up on the 
salesmen, for these men sometimes 
alter contracts to suit their con- 
venience, knowing that they, when 
the eventual argument comes, will be 
miles away from the scene of 
hostilities. 


Lease-Agreements Contract 
with Owners 


We wish to emphasize the fact 
that we do not install wiring or 
chandeliers in a home that is not 
owned or partially paid for by the 
signer of the contract. 

With reference to contract form 
used for this work—we have same 
signed in duplicate, the original for 
our files and the duplicate for our 
customer. Every form schedules the 
number of outlets and chandeliers to 
be placed, and it is written on 
the regular lease-agreement plan, 
whereby we, without recourse to the 
law, have the right to remove all 


THOMAS F. HATFIELD 
General Manager, Hatfield Electric 
Company, Indianapolis, Ind. 


balance being divided into twelve 
equal monthly payments. 

In taking item No. 4, “Co-opera- 
tion,” into consideration, it is neces- 
sary for the Superintendent, Stock 
Department, and Fixture Depart- 
ment, as well as the Delivery Depart- 
ment, to co-operate in a highly effi- 
cient manner in order that contracts 
may be started and completed within 
the shortest possible period. 

We have found that time is an all- 
important requisite for maintaining 
the good will of our customer, for no 
property owner will countenance a 
delay in his installation when it 
means floors torn up, and his home in 
great disorder for longer than forty- 
eight hours. 

We have found, too often, that we 
can make a dissatisfied customer by 
lax methods in installation, and when 
we have once lost that customer’s 
good will, we lose his future business 
forever. 

In the selection of wiremen to 
perform the work, we have a 
thoroughly organized and _ highly 
specialized crew of men who do 
nothing but old-house work. These 


EDWIN WILCOX 
Manager, Soliciting Department, 
Hatfield Electric Company 


raised to sixty or 
seventy-five cents 
per hour. His 
fellow workers are 
apprized of this 
fact and told to “go thou and do like- 
wise.” One can readily see how this 
creates friendly competition among 
the workmen and when a man cannot 
install a certain number of outlets at 
the rate that we know from experi- 
ence these outlets should be installed, 
he is dropped from the pay-roll and 
a new ambitious man is given his 
place. 


Thirty-Five Cents for Helpers, 
$1.25 for Journeymen 


At the present time, our scale in 
Indianapolis, and we employ union 
men only, ranges from thirty-five 
cents per hour for helpers to $1.25 
per hour for journeymen. If a man, 
whether he be helper or journeyman, 
cannot install outlets in old-house 
work for a direct labor expense not 
to exceed seventy cents per outlet he 
is no longer kept on this class of 
work. 

Item No. 5 on the list is just the 
old established rule of keeping in 
close personal contact with the cus- 
tomer to see if he is satisfied, and 
if not to make whatever changes or 

(Continued on page 5767) 
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When You Wire for Radio 


A Discussion of the National Electrical Code’s 
Requirements for Receiving Sets, Antenna, Bat- 
tery Connections and “Lamp-Socket” Devices 


By VICTOR H. TOUSLEY 


Chief of Electrical Inspection, City of Chicago 


Member of Electrical (Code) Committee, N. F. P. A. 


ADIO first appeared in the Na- 
R tional Electrical Code for 1911, 
under the heading of ‘“‘Wireless 
Telegraph Apparatus.” The rules 
thus applying were rather brief and, 
while not differentiating between 
receiving and sending stations, were 
apparently based on the idea that 
these two stations would usually be 
combined in one. The aerial was 
required to be grounded at all times 
when the station was not in use, by 
“not smaller than a No. 4 gage copper 
wire.” A 100-amp. knife switch was 
also required to join the aerial to 
the ground connection! 

These rules remained practically 
unchanged in the Code, until the 1918 
edition, when they were expanded. 
The size of ground wire was reduced 
from No. 4 to No. 6. A section was 
added requiring that “transformers, 
voltage reducers, or similar devices 
must be of approved type,” as well as 
the 100-amp. knife switch and light- 
ning arresters. 

The 1920 Code, however, began 
to recognize stations for “receiving 
only,” and the requirement of a 
grounding switch was modified in 
this case to permit the use of a 
grounded short-gap vacuum type 
lightning arrester which must be 
mounted five inches from the build- 
ing wall. Where the aerial was 
grounded, however, a knife-switch 
the blade of which had a periphery 
of not less than ? inch and a break- 
separation of at least five inches, was 
required. Slate was not approved for 
the base of the switch. 


Radio Given Complete Section 
in 1923 Code 


With the 1923 edition of the Code, 
radio was given a complete section 
by itself. The rules were greatly 
expanded to cover both receiving 
stations and transmitting stations 
and most of the general details of 
radio installation were regulated. 


Aerial conductors were now called 
antenna, and their separation from 
high-tension and trolley wires was 
required. Such antenna, while not 
prohibited near low-tension wires, 
were required to be of such proper 
durable construction as to avoid a 
cross with these wires. 

Devices for replacing the antenna 
with lighting -circuit connections 
were also now recognized in the fol- 
lowing: ‘The preceding paragraph 
9 b and c¢ shall not apply to light 
and power circuits used as receiving 
antenna, but the devices used to con- 
nect the light and power wires to 
radio receiving sets shall be of ap- 
proved type.” 


Change in Handling 
Lead-in Wire 


Development in the method of 
bringing antenna into the building 
was also recognized and the pre- 
viously required lead-in: wire of 
j-inch periphery was substituted by 
a No. 14 copper wire or a No. 17 
copper-clad steel wire with no separa- 
tion from the building required. 
Ordinary porcelain tubes for the 
lead-in wire were also accepted. 
Protective requirements for the an- 
tenna were also reduced and a light- 
ning arrester which would operate at 
a voltage of 500 volts or less was 
accepted. 

The requirements for the ground- 
ing conductor were also reduced and 
a No. 14 copper, or No. 17 copper- 
clad steel wire accepted. It could be 
run either inside or outside the build- 
ing. It was also made permissible 
to ground the system on any con- 
venient ground, except gas piping. 
This allowed the use of a steel-build- 
ing frame, steam pipe, or other avail- 
able ground. 

The specifications for transmitting 
stations were also materially modi- 
fied but, of course, made much more 
strict than for receiving stations. 
The five-inch separation from the 
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building was retained and the in- 
sulation of this wire and its ground- 
ing switch stipulated. 


Fuses for Storage Batteries in 
1925 Edition 


The latest, or 1925, edition of the 
Code retains generally the form and 
requirements of the 1923 Code. 
There are some changes, however. 
The porcelain tube through which the 
lead-in wire passes may be substi- 
tuted for “by means of an approved 
device designed to give equivalent 
protection.” 

Probably the most important 
change in the 1925 Code is indicated 
hy the new rule 3702 O which reads: 
“Storage-battery leads shall consist 
of conductors having approved rub- 
ber insulation. The circuits from 
storage batteries shall be properly 
protected by fuses or circuit-break- 
ers rated at not more than fifteen 
amperes and located preferably at or 
near the battery.” 

It will be noted that this rule re- 
quires fuses for all storage batteries 
both A batteries and B batteries. 

Under transmitting stations, a 
modification has been made for sta- 
tions having continuous-wave sets of 
1.000 watts or less input to trans- 
mitter. The separation of the switch 
from the building and the creepage 
and air-gap distance of insulators 
and entrance tubes is cut down from 
five inches to three inches. The 
capacity of condensers used for the 
protection of supply systems is cut 
down from 3} microfarad to ro micro- 
farad capacity. 

With the present very general use 
of radio sets, the necessity for pro- 
viding connections for radio in the 
construction of new buildings is be- 
coming more evident. It is now 
quite common practice to provide 
antenna and ground connections for 
cach apartment in new apartment 
buildings. While this const :uction 
is far from becoming stand:rdized, 
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one method now in quite common use 
may be of interest. 

In a three-story, six-apartment 
building, for instance, a bare copper 
wire is supported on porcelain cleats 
or knobs and run on the upper side 
of the top floor ceiling joists. This 
brings the antenna wires inside the 
building in the space between the 
ceiling of the top floor and the flat, 
sloping roof. There is generally suf- 
ficient room to get a proper length 
of antenna with some separation be- 
tween the several antenna wires. 

No. 14 rubber-covered wires are 
run from this antenna down through 
the partitions to an outlet in each 
room. These wires are insulated by 
knobs and tubes. A No. 8 rubber- 
covered wire is carried common to 
each apartment and grounded to a 
water pipe. In some cases two 
Single-contact receptacles, and in 
other cases a double-contact recep- 
tacle, is attached to the wall. The 
usual type of iron box is not, of 
course, used but where a box is de- 


sired it can be constructed of 
“transite” board or some similar 
material. 


This construction is considered as 
complying with the Code. Lightning 
arresters may, or may not, be pro- 
vided. 


Lightning Hazard Overstated 


Many arguments, pro and con, 
have been put forth to prove and 
disprove that the aerial is a light- 
ning hazard. With the use of aerials 
daily increasing in numbers by leaps 
and bounds, inspection departments 
charged with the responsibility of 
protecting the lives and property of 
citizens from loss by electricity and 
lightning, were placed in a more or 
less undesirable position. While the 
inspection department is charged 
with the portection of the citizens 
it did not wish to place any unneces- 
sary hardship on the development of 
this new industry which provides so 
much in the way of entertainment 
and education. 

It will be interesting, therefore, to 
note the following record of a two 
years’ investigation intended to de- 
termine the lightning hazards of 
aerials. Record was kept of all cases 
where the city fire department had 
been called and the cause of the fire 
or the turning in of the alarm was 
given as lightning. From this study 
the following facts are drawn: 
Number of cases where lightning 

struck 


Number of aerials on buildings..... 12 
Number of aerials on buildings with 
arresters, struck 


ELECTRICAL MERCHANDISING 


Number of aerials with ground 
SOWILCHER CLOSER: osc sisic. 0500.05 010-6101 
Number of cases where aerial wires 
CAYPTIED CUITONG 5 o.o5is.55.015 creisleleie 


It may be safely assumed, from 
the foregoing investigation, that the 
presence of an aerial on a building 
does not increase the probability of 
the building being struck by light- 
ning. 

It is possible that in case a build- 
ing is struck by lightning, current 
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Antenna for a _ three-story apartment 
house. The bare-copper antenna wires 
are carried on porcelain cleats or knobs 
on the upper side of the ceiling rafters, 
in the open space beneath the sloping 
roof. This construction requires no 
lightning arrester. 





may enter the building over the 
aerial and that this current might 
cause damage that would not have 
occurred if the aerial had not been 
on the building. However, in the 
four cases cited there was no dam- 
age except to the radio set or aerial. 

Lightning arresters are not a pro- 
tection against a direct hit by light- 
ning and are not, of course, so 
considered by the makers. In the in- 
vestigations above referred to there 
were three cases where static enter- 
ing an aerial jumped across the con- 
denser blades to ground and in one 
case destroyed the tubes. Lightning 
arresters of an approved type prop- 
crly installed generally protect a set 
from damage from slight static dis- 
charges. 

A reading of the successive issues 
of the National Electrical Code will 
show that the rules have developed 
very evidently along lines of protec- 
tion against lightning. But with the 
millions of receiving sets now in use 
it has been shown that the lightning 
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hazard is not as serious as it was at 
first supposed to be. 

But with the constant and rapid 
development in the construction of 
receiving sets entirely new hazards 
ure encountered. 

One of these hazards is clearly 
indicated by the new rule on the fus- 
ing of storage batteries; but, like 
many other features of radio devel- 
opment, even the storage battery 
itself may become obsolete. 


Lamp-Socket Radio Outfits 


In the radio shows this fall there 
have been exhibited some seventeen 
different sets of what are known as 
“lamp-socket radios.” In these de- 
vices the current from the lamp 
socket replaces the A battery, the 
B battery and the C battery. In 
addition to the sets so equipped as to 
entirely eliminate batteries, are 
many separate devices operated from 
the lighting circuit, designed to 
eliminate either the A battery or the 
B battery or both. These devices 
are generally made up of combina- 
tions of transformer radio tubes, or 
tube rectifiers, electrolytic rectifiers, 
condensers, reactance coils and other 
apparatus. The devices supply volt- 
age suitable for A battery or B bat- 
tery substitution. 

In addition to these devices are 
devices for charging storage bat- 
teries. These are of three general 
types: (1) The mechanical or vi- 
brating type, (2) the electrolytic 
type and (3) the arc rectifying type. 
Then, there are the devices for using 
the electric wiring as antenna. 

These devices, as a class, present 
what may or may not prove to be 
a new hazard of radio. During the 
development stage, there have been 
many of these devices constructed 
which have proven themselves haz- 
ardous. Battery chargers, improp- 
erly constructed, have burned up; 
storage-battery eliminators have been 
constructed which it is stated use 
voltages up in the thousands. For- 
tunately, however, reliable manufac- 
turers and all those who have the 
real interest of radio at heart, realize 
the importance to the industry in 
general in preventing the use of any 
device which may prove hazardous 
and in removing from the market 
any device which in use has pre- 
sented a hazard. 


Inspectors Expected to Insist on 
‘“‘Approved Equipment” 


As the radio industry more com- 
pletely finds itself and settles down 
(Continued on page 5768) 
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Where Red Seal Stands Today 


A Summary of Progress to Date Shows Idea Gathering 
Momentum in Important Factor in League Growth 


O DATE fifteen licenses to op- 
erate the Red Seal Plan have 
been granted to important elec- 
trical leagues whose activities cover 
a total of 410 communities, or a total 
population of 6,132,141. This figure 
does not include Toronto, Canada, 
where the Red Seal Plan was 
initiated and where great progress 
has been made in the practical ap- 
plication of the plan. 

In addition to the cities already 
licensed, plans are rapidly approach- 
ing completion in Muncie, Ind., 
Northern Illinois, La Crosse, Wis., 
Oklahoma City, Okla., Rhode Island, 
Jackson, Mich., Washington, D. C., 
Winnipeg, Man., Vancouver, B. C., 
Peoria, Ill., Toledo, Ohio, Tri-Cities 
(Davenport, Ia., Rock Island and 
Moline, Ill.), Schenectady, N. Y., 
Glens Falls, N. Y., California (entire 
state), Windsor, Ont. 

Telegraphic reports from Red Seal 
licensed leagues: 

Pittsburgh, Pa., November 3, 1925. 

Fifty-five Red Seal houses to date. 
Red Seal raises installation forty 
per cent over average. League 
activities in the past dependent upon 


larger companies. Red Seal has 
brought interest from a different 
group, including contractors, with 
larger companies even more active. 
Red Seal not temporary but grows 
as a rolling snowball gaining 
momentum by increased speed and 
size. The league is and will be 
stronger because of Red Seal. 
ELECTRIC LEAGUE OF PITTSBURGH 


Syracuse, N. Y., November 3, 1925. 
Total Red Seal homes thirty-four. 
Average outlet increase fifteen per 
cent above Red Seal specification. 
Prestige increasing very rapidly. In- 
creased contractor dealer member- 
ship one hundred forty per cent in 
six months. Expect possibly sixteen 
additional Red Seal homes by Janu- 
ary first. 
SYRACUSE ELECTRIC LEAGUE, INC. 


Rochester, N. Y., November 3 1925. 

Have issued sixty-six pledge cards 
on specifications requiring as mini- 
mum a twenty per cent increase over 
old standard. Actual installations 


Twenty contractors have joined 
league as result of Red Seal. Believe 
future of Red Seal assured but 
winter progress probably slower. 
ELECTRICAL LEAGUE OF ROCHESTER 


Detroit, Mich., November 3, 1925. 
To date since July tenth this year 
thirty-nine Red Seal homes added 
one thousand fifty-six outlets, total 
five thousand two hundred sixty out- 
lets; Red Seal favorably accepted by 
all bureau. members and home 
builders. 
ELECTRIC EXTENSION BUREAU 
OF DETROIT 


Louisville, Ky., November 3, 1925. 
Fourteen Red Seal homes to date. 
30 per cent increase. Membership 
sold on Red Seal idea and see a big 
future for Red Seal in this territory. 
ELECTRIC CLUB OF LOUISVILLE, 
CO-OPERATIVE COMMITTEE 


A commendable rivalry has been 
developed between the leagues 
operating the Red Seal plan, each 

















League 


Syracuse Electric League 
Electrical League of Rochester 
Electrical League of the Niagara 
Electric League of Pittsburgh 
The Electric Club of Louisville 


Hudson Valley Electrical League 
Grand Rapids Electric Club 
Electrical League of Minneapolis 
Electrical League of St. Paul 
Atlanta Electrical Association 
Electrical League of Colorado 
The Electric League of Tulsa 
Memphis Electric League 
Electrical League of Youngstow” 


Total Communities to date 
Total Population to date 
Also Toronto 


Grand total 








Electrical Extension Bureau of Detroit 








record additional fifteen per cent in- watching the progress of other 
crease over minimum requirements. leagues. 
- mos nnn 
— e se e 
Summary of Communities in Which the Red Seal Plan 
e e 
is Being Operated 
Date of License Communities Population 
License Serial 500 and Over (1920 Census) 
Mar. 24, 1925 A 33 304,699 
Apr. 10, 1925 B 36 380,548 
Frontier Apr. 15, 1925 ¢ 26 667,095 
May 7, 1925 D 169 1,436,723 
May 16, 1925 E 5 243,237 
June 4, 1925 F 56 1,265,768 
July 20, 1925 G 24 140,219 
July 23, 1925 H 13 154,902 | 
Aug. 10, 1925 I 10 394,762 | 
Aug. 11, 1925 J 6 249,421 | 
Aug. 14, 1925 K 10 223,841 
Oct. 17, 1925 L 10 271,955 
Oct. 23, 1925 M 1 72,075 | 
Nov. 4, 1925 N 3 163,997 
Nov. 4, 1925 P 8 162,899 | 
Bass : U 
410 | 
6,132,141 
523,000 | 
6,655,141 
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Wiring Kinks to Save the 


Recommended Height 
of Outlets 


The following recommendations 
for outlet heights are given in the 
new General Electric wiring book 
for electrical contractors. 


Wall-light outlets: 5 feet 6 inches 
above finished floor to center of outlet. 

Wall switches: 4 feet above finished 
floor to center of outlet. 

Convenience outlets in kitchen, laun- 
dry; basement and garage and in com- 
binations: 4 feet above finished floor 
to center of outlet. 

Convenience outlets in all other loca- 


tions: In baseboard, mounted hori- 
zontally. 
Telephone outlets: In_ baseboard, 


mounted horizontally. 
Elexit fan outlets: 6 feet 6 inches 
from floor to center of outlet. 





How An Electric Fan Will 
Increase Heating 
Effectiveness 


In a home heated by a hot-air 
furnace there are several opportu- 
nities to materially reduce the 
amount of fuel burned and to make 
the house more comfortable. The 
plan shown, according to Harold 
Almert, Chicago, does three things: 

First. By increasing the circula- 
tion of air through the jacket of the 
furnace, more of the heat 
generated is collected from 
the heating rooms, resulting 
in less going up the chimney 
and wasted. 

Second. With natural fur- 
nace air-circulation there is 
as much heat in the upper 
one-third of a room as there 
is in the lower two-thirds. 
A chilly room with still air 
may be made cozy warm by 
no other change than circu- 
lating the air so as to bring 
down the hot air from near 
the ceiling to the lower area 
in which you live, 

Third. If there are any 
long horizontal runs of leader 
pipe in the basement, result- 
ing in one room getting little 
or no heat, the operation of 
the electric fan will correct 
this trouble and give such 
rooms practically as much 
heat 2s the rest. Again, if 


rents in the rooms above, 








ij 


Largest Stained Glass Win- 
dow Is Electrically Lighted 











This newly-completed stained-glass window 
in Grace M. FE. Church, Wilmington, 
Delaware, is said to be the largest in the 
country. It contains 65,000 pieces of glass, 
and is set in a solid niche, allowing about 
two to five feet in back for lighting. Fifty 
and seventy-five watt lamps are_ used, 
spaced about two feet apart. The instal- 
lation was made by lL. P. Moore, of 
Wilmington. 





the furnace is too small to comfort- 
ably heat the house in extremely cold 
weather with natural circulation, it 
will be found that the operation of 
the fan will materially increase the 
capacity of the furnace and attain a 
higher average temperature. 
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By placing an ordinary electric house fan in the recircp- 
lating air duct, with fan facing the furnace and about 
three inches outside of the jacket of the furnace, con- 
nected by a cord to a switch at the top of the stairs, when 
fan is turned on the increased volume of air will not only 
increase the furnace efficiency but will also create air cur- 
resulting in a higher average 
temperature, and consequently less fuel need be burned 
with than without fan in operation. 
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Allocating “Over Head” 
Between Sales and 
Construction 


The prime purpose of any account- 
ing system is to furnish to the man- 
agement of the business certain 
information which is essential to the 
proper operation of that business. 
The outstanding weakness of the 
systems used by many electrical 
contractor-dealers has been the 
failure to present a clear and com- 
plete picture of the net results of 
the business with respect to ‘“over- 
head” and net profit. 

The use of three new forms re- 
cently developed by the staff of the 
Association of Electragists, Interna- 
tional, will, it is believed, entirely 
overcome this deficiency. The forms 
and the method of applying them 
are resigned to be used in connec- 
tion with the Standard Accounting 
System published by the association. 
They are, however, equally adaptable 
for use as supplementary to any 
other system of accounting, 


Higher Overhead on Retail 
Merchandise Sales 

It is an established principle in 
business that every sale should 
carry its own share of the overhead 
burden. The overhead on retail elec- 
trical sales is known to be higher 
than on construction work, 
but in any given contractor- 
dealer business the total 
overhead cannot be arbi- 
trarily split up between the 
two departments with any 
reasonable degree of ac- 
curacy. 

In order to obtain the cor- 
rect figures, each item of 
overhead expense must be 
properly apportioned be- 
tween the two departments. 
The method of making this 
allocation is explained in the 
new Accounting Manual soon 
to be issued by the A.E.I. 





Checking Over Jobs 


The haste displayed in 
finishing up jobs, particu- 
larly in flats and bungalows, 
is evidenced by so many of 
them being left in an uncom- 








pleted state, writes a Chicago inspec- 
tor. The need of a careful check up 
of the work before leaving it will 
save the expense of making correc- 
tions later, which will be more costly. 

Some of the more common items 
overlooked will be found to be con- 
duit or outlet boxes not fastened; a 
bushing left off here and there; out- 
let boxes back-to-back in partitions, 
with no nipples for the inter-con- 
necting wires; wires in contact with 
ragged edges or boxes; ground con- 
nection left off and in one case 
where one fixture out of a total of 
about a hundred, was left unsoldered. 
untaped and connections left hang- 
ing out of fixture canopy. 

Another case happened when the 
conduit service head was turned in 
such a way that the service wires 
projected upward at an angle of 45 
degrees from the vertical requiring 
that a man be sent back to take up a 
half turn in the fitting, so that the 
wires would project downward. In 
practically all of these cases the con- 
tractor’s expense of sending a man 
back on the job and the inspector’s 
time might have been saved by a 
careful re-check of the job before it 
was left as completed. 





Sells More Outlets After 
Work Is Started 


BY THOMAS E. BABSON 


There is a pernicious practice on 
the part of less conscientious and far- 
seeing contractors in congested dis- 
tricts, of trying to “unsell’” or dis- 
suade prospects from installing the 
number of outlets and switches they 
want. The theory seems to be either 
that a tender regard for the pros- 
pects’ pocketbook will win them spe- 
cial consideration or that the trick 
provides a short-cut to the desired 
“lowest bid.” This kind of negative 
salesmanship is of course destruc- 
tive and the contractor practicing it 
is usually one who is not thinking 
ahead about building up his busi- 
ness and reputation. 

Over-zealous salesmanship on the 
other hand sometimes tends to an- 
tagonize the prospect. One contrac- 
tor who has much competition of 
the above type makes it a practice 
never to try to sell more outlets than 
the prospect wants, until after the 
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110-Vol?# main 
How to Wire the Lamps for 
Outdoor Tree 


Banks of Christmas tree lamps connected 
in series parallel for operation on 110 volts. 
This arrangement provides attractive light- 
ing for outdoor Christmas trees. 





contract is awarded. Then, if he 
gets the job, he casually brings up 
the subject while at work in the 
house, demonstrating the convenience 
of outlets at points not provided for 
in the contract and calling attention 
to the high cost of making extensions 
after the job is completed. 

















This clock, with Telechron control and 
automatic time switch, cost from $1,200 to 
$1,400 to install and is an example of the 


opportunities open to contractors in such 
a field. It is operated directly from 110- 
volt, 60-cycle current. 
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Contractor ‘Time and Money 


Connecting Up Outdoor 
Miniature Christmas- 
Tree Lamps 


Wide interest has been created by 
the Laube plan of outdoor Christmas- 
tree lighting described in last 
month’s issue. A contractor reader 
now sends in this sketch showing 
how he connected up miniature 
14-volt Xmas-tree lamps, eight banks 
in series, across 110 volts. Any 
number of lamps can of course be 
used per bank, as long as the num- 
bers of lamps per bank are equal, 
and there are eight of the banks in 
series. For a residence lawn, the 
small Xmas tree lamps present a 
better appearance than do the stand- 
ard large-base lamps. A _ full-size 
lamp provides an attractive finial for 
the tip of the tree. 





Electric Clocks for Banks 
Afford Profitable 
Wiring Jobs 


The installation of electric synchro- 
nous clocks for banks, both inside 
and outside, opens an opportunity for 
profitable wiring contracts in those 
communities where the frequency of 
the central-station lines is regulated 
for clock service. The picture shows 
such a bank clock, with Telechron 
control, just erected in East Hart- 
ford, Conn. This clock, including 
several inside clocks and_ time 
switches, cost in the neighborhood 
of $1,200 to $1,400 installed. The 
clock pictured has an automatic 
time-switch driven by a Telechron 
movement and with the clock move- 
ments is operated directly from the 
110-volt 60 cycle supply of the Hart- 
ford Electric Light Company. The 
time switch controls the lamps in 
both the sign and the clock, and of 
course requires no attention for 
winding, regulating, ete. Such a 
clock installation presents an oppor- 
tunity for profit not only to the elec- 
trical contractor, but also means con- 
siderable load for the power company, 
as it includes the lamps in both the 
clock and the sign. 

These clocks, together with electri- 
cally-lighted signs, windows, and out- 
side display cases could be made a 
source of extra income through the 
lamp servicing which is necessary. 
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Electrical 
Merchandising 


The Business Magazine of the Electrical Trade 


believes that: 


Electrical contracting will become a profitable business 
in so far as the contractor will 


(1) Sell wiring jobs in terms of wiring convenience. 
(2) Study cost records and know his costs. 

(3) Figure in a fair profit when the estimate is made. 
(4) Collect his money promptly. 








A Spur to Intelligent Merchandising 
Endeavor 


HE results of Electrical Merchandising’s survey of 

the retail electrical appliance field, published in the 
October and November issues, clearly demonstrate that 
the great majority of electrical-appliance retailers are 
without adequate information regarding their costs. 
Hundreds of merchants and utilities were unable to 
furnish the information requested, not because they 
were unwilling but because they either did not have it 
at all or it was not available in comparable form. 

The history of progress in engineering, in medicine, 
in art, in manufacturing, in sports and of mankind in 
general is indissolvably linked with the establishment 
of standards. All progress is relative. A knowledge of 
the realizable standards in any business acts as a spur 
to endeavor—it intelligizes it. 

Retailers in general, and retailers of electric appliances 
in particular, have not kept pace, in this respect, with 
the progress made by other sections of the business 
structure. Retailing is in a state of constant change, 
competition daily becomes keener. New conditions are 
continually arising to confront, and frequently to con- 
found, the merchant. 

The problems of the present and those of the future 
will be successfully solved only by the merchandiser who 
possesses a thorough knowledge of the controlling 
factors of his business. 
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A Closed Store Catches No Holiday 
Buyers 


EVENTY-FIVE per cent of his appliance sales are 

made evenings, testifies a successful dealer whose 
business is described in this issue. His experience 
brings up a situation that is pertinent to many electrical 
retail stores—both dealers and central-station electric 
shops. 

For too many electrical merchandisers are suiting the 
convenience of themselves and their salespeople by 
closing early weekdays and even at one o’clock Saturday 
afternoons,—which in terms of lost sales is a costly 
kind of indulgence. The buying public, we know, dis- 
plays a definite tendency to “shop” for electrical appli- 
ances evenings and on half-holidays when the husband 
can come along and ratify the wife’s selection. 
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Contrary to anything the dealer may do, the public 
insists on spending its money when, where and as it 
wishes. And a store that is closed when John and Mary 
take it into their heads to shop is wholly out of the 
merchandising picture. 

Certainly every electrical retail store will want to keep 
open evenings from now till Christmas. And earnest 
merchandisers seeking to serve their public (and thereby 
to profit!) will want to give careful study to a policy of 
“open house” more hours a week throughout 1926. 





One Way to Widen “Red Seal” Interest 


S THE Red Seal Plan is put into operation in city 

after city, it is apparent that the industry’s 
enthusiasm for the idea grows directly in proportion to 
its first-hand contact with the Red Seal in actual use. 
To start new centers of Red Seal interest in communities 
throughout the country, Electrical Merchandising has 
this suggestion to make. 

In hundreds of towns and cities in the United States 
and Canada, there are today isolated but complete “elec- 
trical homes” of Red Seal caliber, being quietly lived in 
by electrical men and by lay electrical enthusiasts. If 
the Society for Electrical Development, as national 
sponsors of the Red Seal Plan, will set up a minimum 
standard for such homes in towns where no local league 
has yet taken out a Red Seal license, and through a 
headquarters committee will award Red Seals to houses 
certified by local electrical men, to “qualify”—a new crop 
of Red Seal enthusiasts will be developed all over the 
country. Electrical men and others would take just 
pride in having “the only Red Seal Electric Home” in 
town, local newspaper publicity could be given the 
awards, and from such scattered seedlings, new Red 
Seal activities would grow, speeding up even the present 
rate at which this remarkable plan is spreading. 





The Profits in Cash Discount 


OW many merchants realize that no merchandise 

profit can ever equal a cash discount profit? For 
example, you purchase $100 worth of merchandise on 
terms of 2 per cent for cash ten days, net thirty days. 
This means the seller will pay you two dollars for your 
money for twenty days’ advance payment, or at the rate 
of 364 per cent per year. If you have a sufficient credit 
rating with your banker, you can borrow the $100 from 
him at about 6 per cent generally, maybe a little bit 
more or a little less as the case may be. At this rate, 
the $100 would cost you 34c. for the twenty days and 
you would earn $2, or a profit of $1.66. 

Frequently, appliance terms are 5 per cent cash in 
thirty days, net sixty days. These terms work out at 
the rate of 60 per cent per year. The $100 would cost 
you 50c. and you would get $5, or a profit of $4.50. 
Moreover, there is another great advantage accruing to 
the prompt-paying merchant. That is his improvement 
as a “moral risk” in the eyes of his resources and his 
banker. You will find that in general business, moral 
worth is a more powerful factor in the extension of 
credit than is financial worth. 
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“The Matter with the Fixture Business” 


BANKER of Portland, Oregon, called the other 

day on J. C. English, a fixture dealer of that city 
and asked a question—“What is the matter with the 
fixture business?” said he. 

“Why?” said English. “What do you mean?” 

“Well, I have been looking over some house building 
contracts this morning that are up for loans. I founa 
one case where the owner had applied for $1,000 addi- 
tional on the mortgage to put tiled walls and floors in 
the bathroom. But the allowance for lighting fixtures 
is only $150. Now why would a man spend $1,000 for 
tiles in his bathroom and only $150 for the lighting 
fixtures that are an ornament to every room and a 
constant source of utility and comfort? It looks to me 
as though the fixture business must be in a bad way if it 
has not sold itself any more than that and the home 
builder values its products so lightly.” 
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Mr. English could do nothing but accept the banker’s 
indictment. He had made a fair charge. For as it 
stands today the householder buys fixtures with the 
few remaining dollars in the bottom of the sack when 
the building is about done. He buys fixtures as though 
they were incidental hardware, selecting the cheapest 
thing that will be endurable. He has not been taught 
to think of his lighting equipment as a major element 
in interior decoration, the most conspicuous feature of 
the home in the evening hours, and the source of all the 
light on which he is dependent for the whole atmosphere 
of his home during the hours of rest and entertainment 
—and above all else a vital factor in the physical com- 
fort and well being of his entire family. 

That is the principal thing that is the matter with 
the fixture business. For if lighting fixtures were sold 
today in the estimation of the public, most of the other 
troubles of the fixture industry would disappear. 








Price Lists Should Be 
Uniform in Size and Style 


Editor, Electrical Merchandising: 

There are so many things you can, 
through the medium of your excel- 
lent paper, do to help such a rapidly 
growing industry as ours that it is 
difficult to offer any new sugges- 
tions; but won’t you through your 
kindly influence through Electrical 
Merchandising make a _ plea for 
simpler and easier-to-find trade price 
sheets and literature; it is so con- 
fusing to try to save and file the 
present variety of trade price sheets 
it is no wonder most of this litera- 
ture finds its way into the waste 
basket. 

I have no definite suggestion to 
offer except to ask that the size of 
the sheets be more uniform and that 
important data such as sizes and 
finishes on devices be printed in 
bolder type, it is easy enough for 
those trained in a big organization 
who become accustomed to handling 
their literature to find what they 
want, but the needs of the busy 
dealer should be considered who with 
his employees must handle many 
different kinds of price sheets in the 
course of the day’s work. We get 
many sheets which are not even 
dated and one has no way of telling 
how old the list is when occasion 
arises to refer to it. 

A few manufacturers get out a 
net dealers’ price list on wiring ma- 
terials which are a great help. 

On retail merchandise such as 
household appliances we need a list 
price showing the intended retail 
price, which should also carry a brief 
description of the size, style, and 
finish, also a proper classification of 
appliances. The present lists are 


poorly classified causing much con- 
fusion and costly errors. 

I will be glad to hear that you will 
give this subject some discussion in 
your columns. E. M. RAETZ, 


Rochester Electric Company. 
Rochester, Minn. 





Cord Manufacturers Asked 
to Standardize Spool 


Editor Electrical Merchandising: 

May we suggest, through your 
columns, that the cord manufacturers 
standardize on spools. 

We have an attractive cord display 
case but find that many of the spools 
now offered will not fit our rods, and 
will not match thirty or forty other 
spools we have. Our spools are 
white enameled, all one size, and in 
order to have an attractive display, 
we are compelled to rewind all silk 
cord, heater cord and lamp cords on 
these reels. 

We had never sold any quantity of 
silk cord until we put it where 
customers could see it. It is pulled 
off the reels to a yardstick on the 
edge of the counter and never is 
soiled. If cord manufacturers really 
want to sell their product, why can’t 
they reach as close a standard on 
reels as they do on price? 

We will change our spools to a 
standard make, but until then will 
buy from those whose spools fit our 
rack and pay a little more, rather 
than rewind it. It is an easy matter 
to white enamel the reel ends if they 
fit our case. 

TRI-CITY ELECTRIC COMPANY, 
W. J. Ball, President. 


The Facts About Florida in 
a Letter to the Editor 


Editor, Electrical Merchandising: 

This is in reply to your request 
for information on the present situ- 
ation of the electrical contracting 
kusiness in Florida. At present (if 
you will note the building permits 
issued) there is an unlimited amount 
ef electrical work, but this fact does 
not necessarily mean that things are 
as rosy as they seem. We are find- 
ing it almost impossible to make de- 
liveries to our contractor-dealers. As 
a result, they are unable to complete 
their jobs and collect their money 
and this sometimes results very dis- 
astrously to the contractor-dealers. 

There is hardly a day passes that 
there aren’t from one to four elec- 
trical men passing through Jackson- 
ville looking for a place to open up 
an electrical contracting and dealer’s 
store in Florida. My advice to all of 
them is the same. No matter where 
they go, they will find it almost im- 
possible to secure a suitable store in 
which to conduct a business; and in 
case they do, they will find rents very 
high. It is true that there is plenty 
of work at present, but there is a 
day of reckoning coming. Just how 
far away it is no one knows. Things 
are moving on such a high plane 
that an economical adjustment is ab- 
solutely necessary and when this 
happens, business, the way we see 
it, will necessarily be curtailed, then 
there will be an over supply of elec- 
trical contractors and dealers—which 
invariably means that none of them 
will make any money. 

Yours very truly, 

FLORIDA ELECTRIC SUPPLY COMPANY, 


H. R. Worthington, 
President and General Manager. 
Jacksonville, Fla. 
















Service Plan for Small 
Motors 


The Westinghouse Electric & Manu- 
facturing Company has announced a 
new plan for servicing all fractional 
horsepower motors, whether sold alone 
or as part of an appliance. 

Under this service plan, in case a 
motor becomes inoperative, the dealer 
from whom the appliance was _ pur- 
chased should first be notified. Dealers 
who sell these appliances are generally 
equipped to take care of service and 
repairs to Westinghouse small motors. 
In case the dealer cannot make the 
necessary repairs, the motor will be 
shipped direct to the nearest Westing- 
house service shop. All Westinghouse 
service shops have a supply of standard 
renewal parts. so that in practically all 
cases repairs can be made _ without 
delay. There are twenty-seven of 
these shops, located in the principal 
cities of the country. 

A nominal charge is to be made for 
all motor repairing, plus the cost of 
new parts. This will not include, of 
course, motors returned within the 
guarantee period, unless evidence in- 
dicates they have been carelessly han- 
dled or overloaded. 





Landers, Frary & Clark, New Britain, 
Conn., is planning to issue to its dealers 
for Christmas, 1925, a circular similar 
to the one furnished last year. It will 
be attractively decorated with Christ- 
mas motifs and will contain brief de- 
scription and illustrations of “Uni- 
versal” appliances. 


“Dealer Helps” the Manufacturers Offer 


Show Window, Counter, Mail Advertising and Specialty 
Aids Offered to Help the Dealer Get More Business 
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The Vacuum Cleaner 
with the Vac-Mop 
Sold on Lasy lerms 














It is the joy of giving that makes a real 
Christmas and there is no gift more 
acceptable to the woman in the home 
than one of the “electrical servants.’’ 
Place this window card of the M. S. 
Wright Company, Worcester, Mass., 
where it will be seen by the passer-by, 
so that he too, will accompany his 
“Merry Christmas” this year with an 
electrical gift. 





The Reynolds Electric Company, Chi- 
cago, Ill., is distributing a circular on 
its traffic controls which describes, 
among other equipment, the new com- 
bination manual and automatic traffic 
control mounted in a cast iron cabinet 
which this company is bringing out. 





Letting the 





Customer Sell Himself 


What the “Attachette” of 
the F. W. Wakefield Brass 
Company, Vermilion, Ohio, 
can do and what it costs is 
ably told by a new mer- 
chandise display which is 
intended, says the company, 
“to do about everything 
except operate the cash 
register and wrap up the 
goods.” In this display, an 
attractive 


young woman 
directs attention to an 
“Attachette” which is 
mounted upon the  back- 


ground panel and offers for 
closer inspection a second 
unit which lies in an open 
box under her hand. The 
attention factor of the dis- 
play is enhanced by install- 
ing a winking socket behind 
the fixture on demonstra- 
tion. The display is offered 
,to the trade in connection 
with a special assortment 
of the Wakefield Company’s 
new “Attachette.” 
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Selling the Dealer on a 
Consecutive Window- 
Display Series 


By RAY V. SUTLIFFE 
Western Editor “Electrical Merchandising” 


From an Address before the Window 
Display Advertising Association 
Convention, Chicago, Oct. 6. 


In planning window-display mate- 
rial it would seem that we must 
recognize two entirely different 
classes of dealers—both of which 
sell the same merchandise—namely, 
the big store and the little store. 
Their show-window requirements 
are entirely foreign to each other. 

The big fellow knows exactly what 
he wants—generally it is not in the 
line of paper postors or window 
stickers. The little merchant on 
the other hand is often hazy in his 
window ideas—a prey to immediate 
circumstances and conditions. 

In view of these facts why should 
we not develop two distinct types 
of service? A few beautiful, well- 
mounted cards for the big-store dis- 
play man’s use and a series of trim 
for the little fellow. Notice the in- 
sertion of the word “series” in my 
last sentence. I have in mind more 
than just a number of disconnected 
“weeks.” Let’s go a step further 
and sell a connected story, definitely 
scheduling this series of three or 
five trims as the case may be. 

In other words, handle your dis- 
play service the same as you do your 
display space in a magazine. Start 
out with a central sales idea, build 
up to it by having each trim in its 
turn drive home one sales argument 


of this chain of “accumulative 
evidence.” 


Plan a Definite Schedule 


How should a job of this kind be 
handled? In my opinion, there are 
two factors involved. 

First. Sell the dealer on your 
window service plan before shipping 
the actual material. 

Second. Get the dealer to commit 
himself to a definite schedule. 
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A continuity series will accomplish 
these two things because: 

(a) It will be too valuable to dis- 
tribute promiscuously —hence the 
necessity of arranging in advance 
for the use of this material; (b) the 
dealer signs an order blank and 
nominates certain weeks (say every 
other one) when he will install your 
trim. For example, a series of four 
sales ideas using one or two pieces 
common to each trim (although 
differently arranged) and other fea- 
tures suitable for the week they are 
scheduled only. By this method 
certain economies are effected in dis- 
tribution and in the number of 
individual pieces required for each 
trim. At the same time the sum 
total attention and sales value is 
greater because of the accumulative 
effect of this series; (c) 80 per cent 
of the people who pass a window are 
“repeaters,” hence the necessity for 
a different thought with each trim; 
(d) “The one holds the other in.” 
This expression is well understood 
in newspaper advertising depart- 
ments. It refers to the psychology 
of finishing that which has been 
started. 





“The Secret of the Successful Host- 
ess” and “If You Were Building a New 
Home Today” are the titles of two 
booklets issued by the Malleable Iron 
Range Company, Beaver Dam, Wis. 
Both booklets, of course, deal with the 
electric range, pointing out that there 
is a “Monarch” electric range for every 
home, from the most spacious elaborate 
type of residence to the small compact 
bungalow or apartment. 

The Rawlplug Company, Inc., 66 
West Broadway, New York City, an- 
nounces the establishment of its own 
factory in New York City. This com- 
pany’s product, “Rawlplug,” a fibre 
screw anchor to hold screws fast in any 
material, was invented in England in 
1914 and was heretofore manufactured 
in England. The new American plant, 
writes the company, is working at full 
speed, turning out over one hundred 
thousand “Rawlplugs” per day. It is 
understood that an attractive stock-dis- 
play case is soon to be offered retail 
dealers. This case is designed to hold 
a complete stock of “Rawlplugs” and 
“Rawldrills” being at the same time, a 
silent salesman for both products. 

The Greist Manufacturing Company, 
New Haven, Conn., has prepared for dis- 
tribution to its dealers two window or 
counter displays. One of the displays 
is made of metal, in maroon and black 
finish and has rolled top and side on 
which to clamp the “Juniorlite” to 
demonstrate its adjustable and clamp- 
ing features. The other display is 
heavy cardboard with easel back and 
illustrates in colors the new “Super” 


adjustable lamp and other Greist 
lamps. 
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The Hoover Suction Sweeper Com- 
pany, North Canton, Ohio, has issued 
two bulletins on vacuum cleaners, of in- 
terest to both the woman purchaser and 
the salesman. Home Economics Bul- 
letin No. 1 deals with “Carpets and 
Rugs” and gives valuable information 
on carpets, together with a weaving 
diagram, in colors, of the various do- 
mestic carpets. Bulletin No. 2 is called 
“Types of Vacuum Cleaners.” 

The P. A. Geier Company, 540 East 
105th Street, Cleveland, Ohio, has 
issued a new publication on the Royal 
hair drier. This may be obtained free 
upon request. 


The Eagle Electric Manufacturing 
Company, 40 South Eighth Street, 
Brooklyn, N. Y., is packing its new 
“Hiheet” iron in an attractive carton of 
deep blue. Under the slogan “Perfec- 
tion is not an accident” the company’s 
guarantee of the Eagle element ap- 
pears on two sides of the carton. 
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The Falkenbach Manufacturing Com- 
pany, Inc., 429 Whitlock Avenue, New 
York City, has issued a large folder on 
lighting fixtures for public building 
work. The folder measures 16 by 114 
and has loose-leaf drawings of sixteen 
different fixtures suitable for churches, 
theatres, banks, clubs, restaurants, 
hotels, auditoriums, ete. 


The Permway Electric Manufactur- 
ing Company, 2129 Pine Street, St. 
Louis, Mo., has available to its dealers 
an attention-getting window strip on 
its electric hair waver. The window 
strip has a bright green background, 
on which is imprinted in white this 
enticing message: “Girls! Hair Curled 
in Three Minutes—Come in and Look 
at It!” 

The Century Electric Company, St. 
Louis, Mo., has issued a folder on its 
motors for home refrigeration systems, 
house pumps, oil burners, etc. 





Publicity for the Community Christmas Tree 





Community 
Christmas Trees 
The NationalCommunityChrist 
as Teor became 8 feelty two 
ona Ve moun! 

resented to President Coolidge 
‘of atume,it wasa’ of beauty 
Then a withered died. 


Tree, a living 
xe by the President as a 
perpetual symbol of national 
good will 








+ 


Ke, 


a 
oy 
, 
3 

















Al National Symbol of Good Cll 


Bs ONIGHT in Washington, the hand of President Coolidge 
will touch a magic button. Instantly a great living Christ- 
mas Tree will spring into jeweled radiance, a thousand festive 
lights garlanding its branches, bathing it in dazzling color. 
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Although part of its regular advertis- 
ing service, the Society for Klectrical 
Development, 522 Fifth Avenue, New 
York City, is offering to any one inter- 
ested mat or plate of the advertisement 
reproduced above, which may be had 
in full or half-page newspaper size. 


Because of the general interest evinced 


in the community tree, electric leagues, 
central stations, dealers and cham- 
bers of commerce will wish to take 
advantage of the Society’s offer. The 


mat may be 
for $5. 


had for $1 and the plate 
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Distribution Box 


Electrical Merchandising, December, 1925 

Designed for the distribution of branch 
circuits of Wiremold is the new No. 5735 
distribution box of the American Wire- 
mold Company, Hartford, Conn., which 
is also equipped with screw holes in its 
cover to permit mounting any device 
which may be hung on a 33-in. or 4-in. 
box. Its outside dimensions are 4§ in. 
square, 1g in, deep. The base has four 
holes for fixture studs, three knockouts 
for 4-in. pipe and two j-in. knockouts 
for loom, also three tongues on each 
side for slip-joint connections with both 
No. 500 and No. 700 Wiremold. The 
cover is provided with abundant splice 
room and has three double twistouts on 
each side, making it possible to use this 
fitting for parallel runs of both No. 500 
or No, 700 Wiremold. 








Continued from page 5737 
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Flasher 
Electrical Merchandising, December, 1925 
James H. Betts, Inc., is now turning 
out in his new factory at 1395 Sedgwick 
Avenue, New York City, a new ‘Mercury 
Flip-Flop” flashing device. A positive- 
acting solenoid is directly connected to 
a specially-designed mercury tube and 
the mechanism is energized with a Betts 
“Flip-Flop Flash-o-Lite”’ | thermostatic 
flasher. It is claimed that an_ in- 
stantaneous make-and-break without 
arcing or heating is obtained and that 
the flasher will handle either 1100 or 
2200 watts, on single or double circuit. 
The flasher is particularly adapted for 
either on or off or alternate circuit 
effects, on a.c. or d.c. 














Portable Electric Groover 
Electrical Merchandising, December, 1925 
A new portable electric tool for 

cutting grooves in wood has. been 
brought out by the Wodack Electric Tool 
Corporation, 23 South Jefferson Street, 
Chicago, Ill. The tool was especially 
designed for installers of metal weather 
strips and supplants the old-fashioned 
hand grooving-plane. 

The machine which weighs but 16 Ib., 
is simple in design and construction and 
is easily operated. There are only two 
adjustments necessary, one for the depth 
and the other for the location of the 
groove. The motor is of the universal 
type, 110 volts. Two sizes of 3% in. 
diam. solid plate patented grooving saws 
are furnished as regular equipment. 
Intended price, $125, complete. 

















Spotlight for Traffic Officer 
Protection 


Electrical Merchandising, December, 1925 

A high intensity spotlight designed to 
illuminate street intersections at which 
traffic officers are stationed, is a new 
product of the Westinghouse Electric & 
Manufacturing Company, East Pitts- 
burgh, Pa. The light is arranged for 
mounting directly above the oOfficer’s 
station so as to concentrate the light 
from this unit, illuminating the officer 
himself and the immediate area around 
him to a high intensity. The unit is 
made up of a porcelain head with 13-in. 
canopy and is equipped with a socket 
for either series or multiple connection. 











Squeeze Type Connector 

Electrical Merchandising, December, 1925 

Four new features incorporated in the 
improved §#-in. squeeze connector, No. 
2538, of The Thomas & Betts Company, 
63 Vesey Street, New York City, are 
the placing of the screw on the right 
hand of the connector, so that when 
pressure is applied it will screw the con- 
nector into the locknut, thereby making 
a tight connection between connector, 
box and locknut; the “perfect ground” 
insured by the screw action of the con- 
nector; the deep slot of the fillister head 
screw, permitting the use of even the 
largest screw driver; and the T & B 
notch in the binding band which, it is 
pointed out, makes the connector so 
flexible that practically no pressure is 
required when tightening. The connec- 
tor is designed to fit a 4-in. K. O. and 
to take all makes of 14w2, 12w2, 14w3 
armored conductors and 14c, 14p cord, 
~ g-in. SS conduit and g-in. DS con- 
uit. 


To Help You Buy for Holiday Requirements-~ 























Lamp of Chinese Brass 
Electrical Merchandising, December, 1925 
This unusually attractive little lamp 

has a base of Chinese brass, hand- 
chased in characteristic design, while the 
shade is of South Sea shell. The 
intended retail price is about $18. The 
Baltimore Clipper Importing Company, 
6 East Pleasant Street, Baltimore, Md. 





Changeable Electric Sign 
Electrical Merchandising, December, 1925 


By a few turns of a ratchet wheel, a 
new message any time desired may be 
placed on the changeable electric sign 
of the Vanleer Products Corporation, 1 
West Thirty-fourth Street, New York 
City. The sign—white letters on a black 
background—is entirely enclosed in a 
decorative bronze frame, making it 
desirable for either interior or exterior 
purposes. The mechanical construction 
of the sign consists of a number of 
spools (varied according to the size of 
the sign) each spool containing sixty 
different characters including the al- 
phabet, numerals and useful abbrevia- 
tions. The spools are individually con- 
trolled by a ratchet wheel on the rear of 
the sign. By moving these wheels any 
message, phrase or word may be placed 
on the sign. During the day, the white 
letters are brought out on the black 
background; at night they are brightly 
illuminated. 








Decorative Lantern 
Electrical Merchandising, December, 1925 
A softly-colored radiance is cast by 

the unusual lantern pictured, for it is 
lined with dark red silk, through which 
the light filters, making it an attractive 
fixture for hall or enclosed porch. The 
lantern itself is of cast iron, with rusty 
finish. It is sold by the Taiyo Trading 
Company, 101 Fifth Avenue, New York 
City, and its intended retail price is $12. 


























{ 























December, 1925 


ELECTRICAL MERCHANDISING 














ts Latest Developments Gathered by the Editors 








Ceiling Loom Box 
Electrical Merchandising, December, 1925 


A new style of ceiling loom box, fur- 
nished with new style clamps or 
connectors and consisting of three parts, 
has been announced by the Appleton 
Electric Company, 1701 Wellington 
Avenue, Chicago. Used complete for 
armored cable and loom, the top part 
with bushed holes may be easily re- 
moved. This box has a stud in center 
which takes care of certain requirements 
when a stud is needed. 



































Lamp Base 
Electrical Merchandising, December, 1925 


Fashioned of metallic copper plate 
over a plaster base, giving the effect of 
solid bronze is the small lamp base pic- 
tured, made by the Art-Craft Products 
Company, Sycamore, Ill. This lamp, 
which shows but one of a line of boudoir 
lamp bases, is 114 in. high and is in six- 
sided vase shape, three sides hammered 
and three sides plain. Finishes of an- 
tique brass, bronze, corroded bronze, 
verde, or antique silver. The intended 
retail price is about $3.50. 





Fixture Stud 


Llectrical Merchandising, December, 1925 


The Appleton Electric Company, 1701 
Wellington Avenue, Chicago, Ill, is 
marketing a new ‘“Boltless” fixture stem 
which requires no bolts and is therefore 
a time and labor-saving device. It is 
necessary only to slip this stem in place, 
tighten the locknut and the support is 
made very rigid. The entire stem is 
stamped from steel and it comes in 
galvanized finish only. 











Changeable Letter 
Electric Signs 
Electrical Merchandising, December, 1925 


An advertising sign or message may 
be changed at will if it is a ‘“Lustro- 
lite’ sign manufactured by the Clark 
Brothers Sign Company, Davenport, 
Iowa. These signs are made in five 
different models, of standard construc- 
tion so that the letters which fit one 
model will fit every model that takes 
the same height letter. There are two 
heights of letters,—6 in. and 12 in.; 
two widths in the 6 in. letter and three 
widths in the 12 in. letter. The five sizes 
of letters, figures and characters to 
service the signs are always carried in 
stock, says the company, and at a very 
low rate unneeded letters may be ex- 
changed for such letters as are needed 
when the sign is changed. The finish 
on all the signs is ‘‘Duco,” a permanent 
finish. The frame of the sign may be 
had in any color desired, although the 
regular blue finish is recommended. In- 
tended prices of signs range from $110 
to $350, according to type and size. 





GREASING A 
SPECIALTY 

















Current Tap and Wiring 
Devices 
Electrical Merchandising, December, 1925 


Under the name of the ‘Reynolite 
Masterpiece Line’ the Reynolds Spring 
Company, Jackson, Mich., manufacturer 
of hot-molded products, is bringing out 
a line of electrical convenience devices. 
As developed so far, the line includes 
convertible current taps or multiple out- 
lets, attachment plugs, heater connectors 
and heater cord sets, cord switches and 
flush plates. Other devices, it is an- 
nounced, are in course of development. 
teynolite, the material from which these 
devices are made, is a new hot-molded 
compound that is declared to be unaf- 
fected by atmospheric conditions, heat, 
cold or acids and will not tarnish or 
corrode. Its color is rich brown. 

The ‘“Reynolite” straight two-way No. 
220 convertible current tap is es- 
pecially designed for baseboard outlets, 
as it is small and fits close to the wall 
Intended retail price, 50c. 

















Fixture Outlet 


Electrical Merchandising, December, 1925 


Especially designed for easy installa- 
tion in wall brackets is the new fixture 
outlet brought out by the Beaver Ma- 
chine & Tool Company, Newark, N. J. 
As the illustration shows, the receptacle 
consists of a face member which the 
fitter removes. It is then necessary to 
cut the proper size hole in the wall plate 
of the canopy and then screw the two 
halves of this special fixture together, 
the face member on the outside and the 
rest of the device on the back of the 
wall plate. Tightening up the screw, 
the metal of the wall plate is rigidly 
gripped between the two halves of the 
fixture outlet and is rigidly and quickly 
installed. The device is offered with 
face members of black composition or 
porcelain in various colors or unglazed 
porcelains for the fixture manufacturer 
to do his own coloring. 





Wall Lantern 


Electrical Merchandising, December, 1925 


Somewhat different from the usual 
type of outdoor lantern is the one pic- 
tured, No. 358, sold by the Art Lantern 
Importing Company, 239 East Sixtieth 
Street, New York City. It is described 
as hand-forged solidly in 7,-in. wrought 
iron, with Swedish or black rust-proof 
finish and with amber or white cathedral 
glass. Its intended retail price is $13.50. 





Soldering Iron With 
Removable Tips 


Electrical Merchandising, December, 1925 


One of three tips may be used with 
the electric soldering iron of the Well- 
made Manufacturing Company, Torring- 


ton, Conn There i 1 general all-pur- 
pose tip, radio tip and curved tip for 
hard-to-get-at) place ind for soldering 
In corners. These tips are made of cop 
per and are all removable, screwing off 
and on. Intended retail price, with ong 


tip, $1.50 
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Electric Lantern 
Electrical Merchandising, 
Made of hand wrought iron is the 
lantern pictured, a reproduction of an 
antique design. It is hand forged and 
shows the mark of the hand hammer. 
By a special heat treatment an old 
silvery finish is obtained, greatly adding 
to the lantern's appearance. This is but 
one of a line of electric lanterns handled 
by Joseph Borovitz, Inc., 225 Fifth 
Avenue, New York City. Its intended 
retail price is about $10. 


December, 1925 


‘ 
Tumbler-Type Socket 

Electrical Merchandising, December, 1925 

Made in both electrolier and candle 
styles is the new tumbler socket of the 
Arrow Electric Company, Hartford, 
Conn. Just a _ slight touch on _ the 
tumbler handle operates the mechanism. 
The electrolier sockets are rated at 660 
watts, and the candle sockets at 250 
watts, 250 volts. The candle sockets 
take a standard 4-in. tube and can be 
furnished in white or cream. The new 
Arrow catalog, No. 21, lists these sockets 
and many other new devices. 











































Commercial Electric Range 

Electrical Merchandising, December, 1925 

Of interest to restaurant owners, hotel 
managers, stewards and chefs, is the 
new commercial electric range, recently 
brought out by the Westinghouse Elec- 
tric and Manufacturing Company, Mans- 
field, Ohio. 

The cooking top of the range consists 
of four cast plates, each of which has 
its own imbedded heating element, con- 
trolled by separate three-heat snap 
switches. The front cooking plates, 
being of higher heat capacity, are well 
adapted for rapid frying; the rear plates 
are used for the ordinary cooking and 
frying operations. The roasting oven 
has both top and bottom heaters for 
broiling, roasting and _ baking. Each 
heater has its own three-heat snap 
switch. Guides are provided along the 
wall for two removable racks. 




















Power Drive for Cutting and 
Threading Pipe 


Electrical Merchandising, December, 1925 


A new portable machine for regularly 
cutting and threading 34 in. to 2-in. pipe, 
using any type or kind of hand-operated 
die stocks or pipe cutters, has been 
brought out by the Borden Company, 
Warren, Ohio. A universal sliding ex- 
tension shaft is furnished to cut and 
thread up to 6-in. pipe, using geared die 
stocks or cutters. ‘The machine is also 
used to make up fittings right in the 
machine, instead of by hand, thus per- 
forming a complete job of cutting, 
threading and fitting without removing 
the pipe from the machine. The drive 
is equipped with a 4% hp., heavy duty 
motor, 110-220 volts, a.c., 60-cycle, single 
phase, operating from the ordinary light 
socket. Special motor equipment is 
available for localities where standard 
equipment is not suited. 


® 





























Combination Bracket 
and Outlet 


Electrical Merchandising, December, 1925 

seauty and convenience are success- 
fully combined in the line of bathroom 
brackets the Lightolier Company, 569 
Broadway, New York City, is now 
offering. No. 6774, pictured, is but one 
of this line and its attractive appearance 
may be seen from the accompanying 
illustration. The bracket itself is the 
standard Lightolier bracket to which 
has been added a convenience outlet, a 


new porcelain insulating socket and 
tassel pull which is an additional in- 
sulator. The metal is a new alloy with 


vitreous white enamel finish that may be 
washed as easily as porcelain. Intended 
retail price, about $5. 











Automatic Windshield Cleaner 


Electrical Merchandising, December, 1925 

Connection of the “Eveready” auto- 
matic windshield cleaner of the Apex 
Electric Manufacturing Company, 1410 
West Fifty-ninth Street, Chicago, is 
made at the intake manifold of the 
vacuum tank. This method of attach- 
ment permits installation without re- 
moval of visor or windshield. At the 
touch of a button the wiping arm moves 
to and fro, automatically cleaning the 
glass at the driver’s seat, aithough the 
cleaner may be operated by hand in an 
emergency. Intended retail price, $3.50 
in black finish and $4.50 in nickel finish. 























Motor-Driven Cream Separator 


Electrical Merchandising, December, 1925 
Several improved features are in- 
corporated in the motor-driven cream 
separator brought out by the American 
Separator Company, Bainbridge, N. 
Convenience for the operator and the 
reduction of friction have been two guid- 
ing factors in the design of the machine. 
The milk tank is of large capacity and is 
so arranged that it is but waist high, 
making it possible to pour milk into the 
tank with great ease. Friction has been 
reduced to a minimum by the elimina- 
tion of worm gears and using in their 
place a special arrangement of spiral 
bevel gears and helical gears with but 
two contact points. Ball bearings, 
packed in ball bearing grease, are used 
at high-speed points. The machine is 
driven by a 3} hp. Westinghouse motor 
mounted on a special shelf. It is finished 
in azure blue enamel and is made in 
different sizes, ranging in capacities 
from 425 lb. an hour to 850 lb. an hour. 


Help You Buy for Holiday Requirements— 
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Refrigerator Operating on 
Absorption Principle 


Electrical Merchandising, December, 1925 


The Electrolux Refrigerator Company, 
250 Park Avenue, New York City, is 
bringing out a new refrigerator, the 
“Electrolux,” described by its manufac- 
turer as an automatic, continuous cycle 
absorption apparatus, without any mov- 
ing parts whatever, eliminating the use 
of motor, compressor, fan, valves or 
clockwork. All that is needed for its 
operation is to apply a source of heat 
such as electricity or gas. The cooling 
unit is small and compact, is hermeti- 
cally sealed and welded and, it is pointed 
out, never needs recharging. Practically 
the whole inside space of the refrigerat- 
ing cabinet, therefore, is available for 
storage of food. The refrigerator is de- 
clared to be noiseless in operation and 
to require no attention whatever. 




















° Different sizes of cabinets will be } j 
Star for Christmas Tree available at prices ranging from $200 Night Light 
Electrical Merchandising, December, 1925 up, complete. Electrical Merchandising, December, 1925 
: One of the popular numbers in night 

Anyone can fashion a star to top the : “ee ae . 
Christmas tree by means of the tree star lights, Pe agg by ete D. er = bp 
attachment brought out by The M. sem Lh Ae sy Py ee toca Ho stint ie 
Propp Company, 524 Broadwa evn York City, is the jester pictured, which 
York City. Wee eiauiaecar i i i fd is known as No. 11405 and retails for $6. 
clamp on the tree and the five Electric Toy Machine 
illuminated points of the star are formed =z 
by Christmas tree lights. The star may Shop Outfit 
be used with any Christmas tree outfit 
‘and retails for 25c. Electrical Merchandising, December, 1925 





Accurate representations of the real 
machines from which they are copied 
are the toy machines making up the No. 
999 machine shop outfit brought out by 
the Knapp Electric Corporation, Port 
Chester, N. Y 

This outfit contains nine-pulley trans- 
mission, seven single and two double 
pulleys, bench drill, hack saw, lathe, 
punch press, emery and buffing wheel, 
sensitive drill, mixing vat, 110-volt 
universal motor and rheostat, permitting 
regulation of speed of the machines. 
The outfit assembled stands 12 in. high 
and the base is 25 in. by 12 in. Intended 
retail price, $25. The transmission only 
is $7.50 and the machines may be bought 
separately or as an entire outfit. 











Portable Bracket 


Electrical Merchandising, December, 1925 


Under the trade name “Attachette,”’ 
the F. W. Wakefield Brass Company of 
Vermilion, Ohio, is offering a new 
portable bracket which, it is claimed, 
“attaches anywhere, any way.” 

An ornamental clamp, having a felt- 
covered pad of sponge rubber, fastens 
by a wing nut firmly, but harmlessly to 
the furniture, and holds a_ graceful 
bracket arm by means of a ball joint. 
This universal joint permits the ‘“At- 
tachette” to be installed on either side, 
top or bottom: the arm may be upright 
or pendant as preferred, and it is ad- 
justable at any angle from the surface — 


Portable Window Ventilator 


Electrical Merchandising, December, 1925 


Primarily designed for use in the home 
or office is the new portable ventilator 
brought out by the Autovent Fan & 
Blower Company, 730 West Monroe 
Street, Chicago. Simple in construction, 
the ventilator is sturdily built and easy 
to install. Intended retail price, $49. 





























a 
J 
to which it is clamped. Because of its House Furnace Fan 
las sunamtactarer chatacteriaas | this Electrical Merchandising, December, 1925 
bracket as “the universal affixture.” It Marcel Waver For use with hot air furnaces the 
is available in two finishes—old ivory . , as . Buffalo Forge Company, Buffalo, N. Y., 
and bronze. Electrical Merchandising, December, 1925 has brought out its “Air-O-Fan” by use 
Be Designed to form a natural wave is of which, it is pointed out, a 20 to 30 
the electric waver of the Variety Ma- per cent saving of coal may be ba ge 
* chine & Stamping Company, 3404 Tate The plan recommended is merely the 
Heating Pads Avenue, Cleveland, Ohio. The heating addition of an auxiliary cold air duct 
. ae ” element, it is claimed, is so designed by which the air supply to the furnace 
Electrical Merchandising, December, 1925 that the iron cannot overheat, yet may be taken from inside the house, in- 
The American Toy & Novelty Com- within three minutes will reach maxi- stead of from outdoors, during very cold 
pany, Cleveland, Ohio, is marketing a mum temperature to best curl hair. The or windy weather, and a small fan to 
line ‘of electric heating pads. These handle is wood with white enamel finish. give a more positive circulation.’ In the 
“American” pads are made of a woven Intended retail price, $3.50. ordinary dwelling house, all that is 
element to distribute the heat evenly necessary to effect the a 
throughout the pad. Proper temper- | make an opening through the floor, with 
ature is assured by a thermostat de- a os a oe — r Leni — B 
signed to operate automatically at 180 pease nana sly it ae ‘ly be. Poet a3 
deg. The outer covering is heavy nap path) eck Se ca Uae ee ee ead 
flannel. The 9 in. x 12 in. single-heat to install such a cold air register in th 
pads are intended to retail at $1.75 and poner Soon os : gp en : Ag Siplewe 
$2.50, for two grades, while the 12 in, x pare + ae cmitnat plate ae Rada ne: 
15 in. triple-heat pads retail at $5 and ARS SIE RR ESICEE Y - BNESBOCESE ES. SRN So OER : 
$6 | retail price, $25. 












































News of the Electrical ‘Trade 


Conference to Study 
Wastes in Merchandise 
Distribution 


A concerted attack by business men 
upon waste in business will be opened 
at a general meeting of the National 
Distribution Conference to be held in 
Washington, December 15 and 16, under 
the auspices of the Chamber of Com- 
merce of the United States. 

Problems arising in the field of mer- 
chandise distribution, extending from 
the corner grocery to the large depart- 
ment store and manufacturing corpora- 
tion, will be brought into relief in a 
series of surveys now approaching com- 
pletion. These include the gathering and 
dissemination of statistical information 
looking to the stabilization of business, 
legislative and administrative questions 
involved in the governmental regula- 
tion of business, conditions under which 
business is now carried on and the costs 
of conducting various kinds of business. 

The six surveys, each covering an im- 
portant aspect of distribution, have 
been undertaken by six special commit- 
tees of representative character. The 
subjects with which they deal and their 
chairmen are: “Collection of Business 
Figures,” Owen D. Young; “Trade Re- 
lations,” A. Lincoln Filene, Boston; 
“Market Analysis, Advertising and Ad- 
vertising Mediums,” Stanley Resor, 
president of the J. Walter Thompson 
Company, New York; “Expenses of Do- 
ing Business,” Robert R. Ellis, Hessig- 
Ellis Drug Company, Memphis; 
“Methods of Distribution,” L. D. H. 
Weld, Director of Research, Swift & 
Co., Chicago; “General Conditions Af- 
fecting Distribution,” G. S. Brown, 
President, Alpha Portland Cement Co., 
Easton, Pa. 





Electrical Supply Jobbers 
Discuss Merchandise Topics 


The semi-annual meeting of the Elec- 
trical Supply Jobbers Association was 
held at the Hotel Statler, Buffalo, No- 
vember 16 to 20. Following executive 
committee meetings on Monday and 
Tuesday and general meetings in execu- 
tive session on Wednesday. Thursday’s 
sessions were given over to the follow- 
ing papers: 

Address by J. L. North of the Cleve- 
land Electric Illuminating Company, 
and president of the Electric League of 
Cleveland, “The Need for and Value of 
an Electrical League to a Community.” 

_Address by Earl Whitehorne, Asso- 
ciate Editor of Electrical Merchandis- 
ing, “Presentation of the James 
H. McGraw Award.” 

Address by R. F. Pack, vice-president 
and general manager of the Northern 
States Power Company, Minneapolis, 
and first vice-president of the N.E.L.A.., 
“The Jobbers’ Future Position and 
Relation with Generating Companies.” 

Address by Howard A. Lewis, Man- 


ager of Electrical Merchandising and 
Radio Retailing, “Merchandising.” 

Address by H. P. Davis, Vice- 
president of Westinghouse Electric and 
Manufacturing Co. “Radio Broad- 
casting.” 

Address by W. L. Goodwin, Operating 
vice-president of the Society for Elec- 
trical Development, “The Red Seal Plan 
to Secure Adequate Wiring.” 


Elect Officers of Chicago 


Electric Association 


As the outcome of the meeting of 
representatives of all electrical inter- 
ests in Chicago, the Electric Associa- 
tion has come into being in that city. 
Its activities will be co-ordinated with 
those of the Chicago Electric Club. 
Eighty-four men from many companies 
were present at the organization meet- 
ing that followed preliminary gather- 
ings, when approval was given to the 
constitution and bylaws. In the first- 
named document, nine objects are an- 
nounced, the first three, which seem 
comprehensive of the others, being as 
follows: 

“1. To develop and improve the serv- 
ice rendered the public by the electrical 
industry. 

“2. To develop a closer co-operation 
and understanding among electricity 
supply companies, telephone and elec- 
tric traction companies, telegraph com- 
panies, contractor-dealers, electrical 
contractors, manufacturers, jobbers, 
engineers and other persons and bodies 
interested in the electrical industry. 

“3. To conduct suitable educational 
activities with the view to encouraging 
the public toward a more intelligent use 
of electricity and its applications.” 

Seven groups of members are pro- 
vided for—electrical supply jobbers, 
contractor-dealers, electrical contrac- 
tors, lighting-fixture manufacturers, 
public utility men, electrical manufac- 








Donor of $10,000 Merchan- 


dising Prize 

















Left is a snapshot of E. N. Hurley, taken 
out in the wilds of Western Ontario, while 
shooting moose, 
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turers and members at large. Officers 
have been elected as follows: president, 
John F. Gilchrist, Commonwealth Edi- 
son Company; vice-presidents, W. W. 
Low (electrical supply jobbers), Thomas 
O. Meade (contractor-dealers), J. N. 
Pierce (electrical contractors), A. D. 
Curtis (lighting-fixture manufacturers), 
F. O. Hale (public utilities,) H. L. Mon- 
roe (electrical manufacturers), A. A. 
Gray (at large); secretary, A. A. Gray; 
treasurer, E. J. Doyle. 


E.M.F. Year Book Bought 
by the McGraw-Hill 
Company 


The McGraw-Hill Company has pur- 
chased the E.M.F. Electrical Year Book 
published by the Electrical Trade Pub- 
lishing Company, Monadnock Block, 
Chicago. The 1926 edition, which will 
be out April 1, 1926, will be edited 
by the staff of the Electrical Trade 
Publishing Company, and sold by the 
staffs of both organizations. Head- 
quarters for the Year Book, until com- 
pletion of the 1926 edition, will be at 
the offices of the Electrical Trade Pub- 
lishing Company in Chicago, but infor- 
mation and data may be secured from 
men of both organizations. 

This standard reference book will 
supplement the service of McGraw- 
Hill electrical publications by supply- 
ing the reference information needed by 
buyers and specifiers throughout the 





industry. Other McGraw-Hill refer- 
ence publications are the McGraw 
Central-Station Directory, McGraw 


Electric Railway Directory and the 
Radio Trade Directory. 

These reference works, together with 
the lists and direct-mail service which 
are being developed by the McGraw- 
Hill Company, will be in charge of 
Robert Wolfers, who has_ recently 
joined the company’s staff. Mr. Wolfers 
comes to McGraw-Hill with the record 
of a long and successful connection 
with the Automobile Trade Directory 
and the Chilton Automobile Directory. 

J. S. Cortelyou, who has for the past 
year been devoting his time to the 
Radio Trade Directory, will in the 
future direct the compilation of all 
McGraw-Hill directories and lists. Mr. 
Cortelyou was associated for many 
years with Mr. Wolfers in the Auto- 
motive Directory field. 





A. E. Burland, one of the best-known 
electrical salesmen in New Englani, 
has opened an office and warehouse at 
170 Oliver Street, Boston, Mass., as a 
manufacturers’ agent. Mr. Burland 
has traveled New England for about 
twenty years and has a large personal 
acquaintance among the jobbers, central 
stations, and electrical contractors. He 
has been superintendent of construc- 
tion for a number of years, superin- 
tendent of a central station for seven 
years, and has also been in the contract- 
ing business. 








December, 1925 


Industrial Lighting Cam- 
paign Making Rapid 
Progress 


That the Industrial Lighting Cam- 
paign is receiving vigorous support 
and is making rapid progress in pros- 
pects, recommendations, sales of reflec- 
tors, wiring and kilowatt-hour increase 
isyshown by figures gathered by L. H. 
Rosenberg, secretary of the Industrial 
Lighting Committee. 

A questionnaire on results of the 
first two months’ activities was sent 
by Mr. Rosenberg to all the local com- 
mittees and co-operating companies. 
The following is an analysis of the 
questionnaires returned from twenty- 
five per cent of the local committees. 
It is worth noting that while a total 
of 255,000 broadsides have been sent 
out, the following figures show the re- 


sults of less than one-eighth this 
number. 
Broad- An- Calls Live Recommene- 
sides swers Pros- dations 
Sent Out pects Maude 
31,343 205 368 259 256 
Installations Reflectors Load Added, 
Made Sold Kw.-Hr. 
104 22,618 3,318 
Estimated wiring business.............. $100,000 
Approximate value of reflectors......... 60,000 
Gross revenue from load added for one year 150,000 
One of the most active local cam- 


paigns is reported from Cincinnati. The 
following letter by the local committee 
tells its own story. 


To Members of the Cincinnati Electric Club: 

The Industrial Lighting Campaign in 
Cincinnati has been in progress since Mon- 
day, September 28, 1925, and the results, 
after four weeks, more than justify the 
money and effort expended. 

Once again, the electrical 
Cincinnati have proven that co-operative 
effort in an industry is not only possible 
but will actually bring results. Six sales- 
men’s meetings have been held in the office 
of the Electric Club and speakers have 
appeared before them, to assist them, not 
only with the technical points of this cam- 
— but with ideas of better salesman- 
ship. 

The report of the activities of this cam- 


interests of 


paign and the results to date are as fol- 
lows: 
Brogasides Male 2 ..o cbs cc ees 3,500 
Lines of newspaper advertising 

CROC ise) a0 o.eoratatae < aye aielece & sdueebs 1,950 
URES IIE ONG) 68a. y's oh or es Sec Beaver cs wins lelacose 366 
SOOM PINGNG? 6.5 oro 55: 55 elder och es 0b -enarerore 184 
(30) UL CG) G RI ene eee eee aver aren aeere 5,390 
Wattage increase ... 6666s ceie ees 833,111 
REE chek ara ig oo olay WS he ec eae 15 
FVIBCUAUIONS s56 6-5 sic « bee wie elas wievelons 12 


In the minds of your Committee, this is 
a@ very creditable showing, and from the 
reports that we have received from other 
cities there is no question but what the 
Cincinnati plan is a thorough and complete 
set-up, and by far the most successful. 

Yours. very truly 
INDUSTRIAL LIGHTING COMMITTERF, 
Cincinnati Electric Club. 


Reports from other cities indicate 
that industry is awakening to the ad- 
vantages of better lighting. 

In Roanoke, Va., where only eighty- 
four prospects were solicited, three 
installations have already been made 
and there are several additional pros- 
pects in view. A.total of 158 reflectors 
were sold and thirty-four kilowatts 
were added to the load. The potential 
revenue of this load will more than pay 
for the cost of the campaign and there 
are prospects for more business. 

In Springfield, Ohio, fifteen installa- 
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“Dedicated to the service of the city of 
Baltimore and the State of Marylane” 
was the message of Herbert A. Wagner, 
president of the Consolidated Gas, Elec- 
tric Light and Power Company, in 
opening the company’s new radio broad- 
casting station WBAL on the evening of 
Nov. 2. Governor Ritchie of Maryland, 
and Mayor Jackson of Baltimore, fol- 
lowed, congratulating the company on 
its public spirit. 





tions have been sold on thirty calls, 
and there are ten live prospects left. 
Nearly 800 reflectors have been sold 
and 159 kw. has been added to the 
load. 

The New York & Queens Electric 
Light & Power Company has made 
forty-seven calls and obtained thirty- 
six live prospects. Four jobs have been 
sold and 55 kw. added to the load. 





Western Inspectors to Meet 


The twenty-first annual meeting of 
the Western Association of Electrical 
Inspectors takes place January 26, 27 
and 28, 1926, at the Hotel Sherman, 
Chicago. 

The local committee on arrangements 
is making preparations to entertain the 
visiting members and an interesting 
program is assured. 


5765 


The Dingle-Clark Company has ap- 
pointed H. A. Tepel chief engineer. Mr. 
Tepel has been assistant chief engineer 
for the past five years. 


Hot Point dealers and their or- 
ganizations in the Chicago district 
were invited to drop in at the main 
office and plant of the Edison Electric 
Appliance Company, Inc., 5600 W. Tay- 
lor St., Chicago, during the week of 
November 7. Over 1,500 engraved in- 
vitations were sent out and approxi- 
mately 350 dealers availed themselves 
of this opportunity to inspect the Hot 
Point manufacturing operations and to 
view the special display of appliances 
and window trim suggestions prepare: 
by the sales organization. 


The Simplex Electric Heating Com 
pany line, formerly handled by Roger 
Williams, has not been taken over ex- 
clusively by L. L. Strauss, which was 
the false impression created by the 
announcement in ELECTRICAL MERCHAN- 


DISING last month. Mr. Strauss is 
one off several distributors now 
handling the Simplex line. 


The Driver-Harris Company of Harri- 
son, N. J., has purchased the works 
and properties of the Eiectrical Alloy 
Company at Morristown, N. J. The 
Morristown plant will be operated as 
the Electrical Alloy Division of the 
Driver-Harris Company and the main 
executive offices and sales department 
will be concentrated at Harrison. The 
Morristown plant has been acquired be- 
cause of the increased manufacturing 
facilities which it will give the 
Driver-Harris Company. 


Bert Wicker, the popular golfer, polo 
player and fox hunter of Pinehurst, 
who does electrical engineering between 
hours, has secured the Community 
House and invited the electrical con- 
tractors of North Carolina to hold a 
meeting at this popular resort on Jan- 
uary 11. The A. E. lL. will have a 
representative attend from New York, 
and Samuel Adams Chase has been in- 
vited to address the meeting. Elec- 
trical men from Virginia and South 
Carolina are invited. 

The Electrical League of Colorado is 


the new name of the Electrical Co- 
operative League, Denver, Colorado. 

















electric 
York, 
which 
from 


Edwards and Company, Ine., 
device manufacturers of New 
recently held a sales conference 
was attended by representatives 


all parts of the country. Everybody 
was optimistic and reported good pros- 
pects for the next season, The con- 
ference is held every year. 
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That over 500,000 more 
families use Hoovers than 
any other make of electric 
cleaner, is testimony to 
The Hoover's outstanding 
leadership. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 
























































December, 1925 


Give Industrial Lighting 
Courses in Newark 


In connection with the Newark Safety 
Council, the Industrial Lighting Ac- 
tivity in New Jersey has arranged to 
give a course of lectures on industrial 
lighting. 

Ellsworth Francisco, Newark Bureau 
of Lighting engineer, is chairman of 
the course. The total enrollment to 
date is eighty, and at the first lecture, 
which has already taken place, there 
was an attendance of about fifty. 

One of the lectures of the course is 
to be given by D. T. Blackwell, il- 
luminating engineer of the Public Serv- 
ice Electric and Gas Company of New- 
ark, N. J., on the subject of “The 
Economics of Adequate Factory Light- 
ing.” 





Electrical Women Form 
Organization 


What is undoubtedly of signal signifi- 
cance to the electrical field at large is 
the formation of an organization, the 
Electrical Women’s Round Table, com- 
posed entirely of women whose work 
and whose interests are electrical. Al- 
though it is a purely local affair, com- 
posed of women of New York City and 
vicinity, it is an indication that women 
everywhere in the industry are, through 
their own efforts and initiative, working 
to promote the electrical idea. 

The purpose of the organization, 
which was formed on October 5, is as 
follows: “To establish friendly ac- 
quaintance with others whose business 
occupation and interests, broadly, are 
similar—namely, the sale of electricity 
and electrical products, (which is some- 
times associated also with gas and gas 
products) and to broaden, by means of 
this acquaintance, individual efficiency 
by learning from the experience of 
others how, as a group, the organiza- 
tion may best promote the general in- 
terest of the industry.” : 

The organization is the outgrowth of 
a “round table” or informal gathering 
which has been meeting monthly at 
dinner for the past year. From a very 
small group the number has consist- 
ently grown until it was decided to 
organize for more efficient co-operation. 
Included in the membership are repre- 
sentatives of central stations, manufac- 
turers, and merchandisers, writers on 
electrical subjects, home economics 
women and others engaged in different 
fields in the industry. Meetings are to 
be held once a month at which time 
topics of electrical interest will be dis- 
cussed. 

The choice of the group for chairman 
was Ada Bessie Swann, director of the 
home economics department of the Pub- 
lic Service Electric & Gas Company of 
New Jersey. The other two members 
chosen for the executive committee are: 
Lilian Cassels of the Electrical News 
Letter Publishing Co., New York City, 
secretary, and Clara Woolworth, writer. 

O. H. Caldwell, Editor of Electrical 
Merchandising, was the speaker at the 
November meeting. 
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Hoyt Catlin, advertising manager of 
The Bryant Electric Company, Bridge- 
port, Connecticut, has resigned from 
that organization to enter the advertis- 
ing agency business as associate and 
production manager of E. T. T. Wil- 
liams and Associates, New York City. 
For ten years Mr. Catlin was engaged 
in the public utility field erecting and 
operating electric, gas, and ice plants. 
In 1917 he was engaged by Landers, 
Frary, and Clark of New Britain, Con- 
necticut, to develop electric ranges. He 
became connected with the Bryant or- 
ganization early in 1919 as sales engi- 
neer, and since February, 1921, has been 
advertising manager of that company, 
all of whose advertising he has written 
and directed. Mr. Catlin has been 
president of The Advertising Club of 
Bridgeport for the past three years. He 
is a director of The Associated Adver- 
tising Clubs of New Engiand and sec- 
ond vice-president of the Technical Pub- 
licity Association of New York. 


The Gray Instrument Company, 64 
West Johnson Street, Germantown, Pa., 
has been organized to carry on the 
manufacture of electric measuring and 
scientific instruments formerly produced 
by the Queen-Gray Company and the 
Queen Company. 


The Electrical Credit Association, 
Central Division, held its thirtieth an- 
nual meeting, at the Hotel LaSalle, 
Chicago, on November 19 and 20. 


The Benjamin Electric Manufactur- 
ing Company, Chicago, makes the fol- 
lowing announcements: Miles F. Steel 
is on the job again, and the Pacific 
Coast territory is humming with activ- 
ity. In the divisional territory on the 
Pacific Coast, some changes have taken 
place. T. W. Carlson is now resident 
representative for the Northwest with 
offices at 422 L. C. Smith Building, 
Seattle, Wash. T. F. McDonough, for- 
merly of the Northwest District, has 
gone to Los Angeles, where, with G. J. 
Thom, who is working on radio, he has 
headquarters at 600 I. W. Hellman Bldg., 
and handles Benjamin business in 
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Southern California. H. J. Mayo, for- 
mer representative in Southern Cali- 
fornia, has taken on a general agency 
in that territory for Listenwalter & 
Gough, Inc. 

Raymond Ackerman will represent 
the Benjamin Company in Utah, Idaho, 
and eastern Nevada, with headquarters 
at 216 Southwest Temple St., Salt Lake 
City, Utah. Merritt L. Tice, who had 
headquarters in Baltimore, has trans- 
ferred his main activities to Birming- 
ham, Ala., getting closer to the big 
developments in that region. J. B. 
Wright, Mr. Tice’s assistant, remains 
at Baltimore. While Mr. Tice will be 
more active around the Birmingham 
district, he will keep in close touch with 
the eastern part of the district. J 

L. W. Lawrence will assist Mr. Pat- 
rick in the New England states, taking 
the place of W. G. Church. Howard M. 
Paul will assist Mr. Ferguson in Syr- 
acuse. W. Warren Miller will help 
Mr. Ostrom in the Pittsburgh territory, 
and A. H. Brooke will have headquar- 
ters at the New York office working 
exclusively on radio. 

In the Central office territory, out of 
Chicago. N. C. Warner and H. R. Heitz- 
man will devote themselves to radio, 
while Oliver C. Westberg will handle 
the general line and F. C. Unger will 
specialize on panel boards. H. H. Hauge 
has established his address at 607 Third 
Avenue, Wauwatosa, Wis. 


Philip A. Lang, of London, England, 
special European representative of the 
Westinghouse Electric and Manufac- 
turing Company, and for many years 
works manager of the principal plart 
of the company at East Pittsburgh, 
Pa., is in the United States consulting 
with officials of the company in East 
Pittsburgh and New York. 

The Chicago Fuse Manufacturing 
Company of Chicago has moved its 
Detroit office from the Transportation 
Building to 429 Wayne Street. 

The Sangamo Electric Company of 
Springfield, Ill., moved its San Fran- 
cisco office and warehouse to 106] 
Howard Street, San Francisco, Cal. 





_ Washing Machine and Vacuum-Cleaner Sales Record 


for Three Years 
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Quarters 


Sales of electric washing machines by 
quarters, 1923-1925; showing 1925 sales 
to be the highest ever recorded, with 
an increase of 31 per cent over 1925. 
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Vacuum-cleaner sales by quarters dur- 
ing 192%, 1924 and the first two quarters 
of 1925. (Data supplied by Vacuum 


Cleaner Manufacturers’ Association.) 
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HE Premicr Duplex is going 

into hundreds of homes this 
month, with a Merry Xmas tag 
attached to it. And hundreds of 
dealers everwhere are going to 
pocket the largest Xmas profits 
they have ever made on vacuum 
cleaners. 


An intensive Xmas _ advertising 
campaign is back of this—selling 
— selling — selling the Premier 
Duplex as the gift every woman 
wants. A page in the Saturday 
Evening Post, and ads in all the 
national women’s magazines are 
bringing the story home to hus- 
bands and fathers, wives and 
mothers, sons and daughters — 
everyone! And they're going to 
buy! 


From you? 


If you are not a Premier Duplex dealer 
yet—don’t waste a minute of precious 
time and don’t waste a dollar of Xmas 
profit—write or wire at once for details 
on this valuable franchise. 


Premicr | 


ELEcTRIC VACUUM CLEANER Co., INC. 
Cleveland, Ohio 


Manufactured and distributed in Canada by the 
Premier Vacuum Cleaner Company, Ltd., Toronto, 
and also distributed by the Canadian General 
Electric Company, Ltd., General Offices, ‘Toronto. 


Vol. 34, No. 6 
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Six Essentials of Selling 
House-Wiring 


(Continued from page 5750) 


alterations that are necessary. This 
is done by the salesman who signs 
the contract and in a great number 
of cases, is profitable for him as this 
satisfied customer can recommend 
the work to his friends. This he 
naturally does, giving the salesmen 
their names and promising to help 
them secure additional contracts. 
Then too, this customer is usually 
in the market for an electric appli- 
ance of some kind, and naturally 
turns to the salesman who keeps in 
touch with him for his needs. This 
brings us to Item No. 6. 


Following Up for Additional 
Business 


The close follow-up for additional 
business could be incorporated with 
No. 5 but I have made a separate 
item of it, mainly, because a new 
house-wiring customer is the great- 
est possible asset on the contractor’s 
books. When the customer learns 
how easy it is to push a button and 
obtain light, is it not logical to sup- 
pose he will avail himself of the 
opportunity to install at least a few 
of the labor-saving electrical devices 
he reads so much about in his daily 
papers and magazines, thereby 
marking himself as a progressive 
citizen who wishes to give his family 
all the comforts derived from elec- 
tricity. 

We have prepared a series of form 
letters, each applying to a separate 
and distinct electric appliance, show- 
ing its advantages in the household 
and three reasons why everyone 
should have it. These are mailed ap- 
proximately ten days apart—and at 
the end of thirty days are followed 
by a personal call by a salesman. So 
far, almost without exception, we 
have sold every customer an iron. 
These irons and numerous other 
articles we permit customers to add 
to their regular monthly payments 
on the housewiring contracts. 

In summing up this rather lengthy 
article and as concrete proof of the 
analysis given above, we can state 
without fear of correction that in 
following these various points in the 
wiring of old homes in the city of 
Indianapolis, we have shown a hand- 
some net profit on the selling price 
of each job and every account on our 
books is paying promptly each week 
or month as the case may be. 

But it has taken hard work. 
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The Empire Lighting Fixture Com- 
pany, of Los Angeles, California, an- 
nounces the opening of a new display 
room at the corner of Green and 
Chester Streets, Pasadena, California. 
The present showrooms located at Los 
Angeles, Hollywood, and Glendale, will 
be maintained. Jos. J. May, for a num- 
ber of years connected with the com- 
pany, will be in charge. 


The Detweiler-Bell Company, Inc., 
Manufacturers’ Agents, at 101 Milk 
St., Boston, Mass., and 152 Temple St., 
New Haven, Conn., announces the re- 
moval of its executive offices to Boston, 
where Paul G. Detweiler will be located 
with R. H. McCormick. F. M. Lord, 
who has been a salesman in the Con- 
necticut territory, will be in charge of 
the New Haven office. 





*‘There’s a Woman 
Condemned to Slavery 
for Every 
W asherless Home”’ 
—Arthur Brisbane 


Arthur Brisbane, writing in the 
Chicago Herald-Examiner, says: 

“For every 100 homes in the 
United States there are twenty-nine 
washing machines. That shows prog- 
ress, and room for more progress. 
The family without a washing ma- 
chine, unless the washing is ‘sent 
out,’ proves that some woman is 
condemned to needless slavery. 

“An electric washing machine and 
wringer, costing a few cents a day 
for current, makes of washing an 
amusement instead of hard work. 

“It makes it possible in a large 
family, with a busy mother, for the 
growing boys and girls to do the 
greater part of the week’s washing 
and relieve the mother. 

“The cabaret type of growing boy 
and girl won’t like the idea, but mil- 
lions of the better kind of boys and 
girls will like it.” 

















The Ingham-Gillingham Company, 51 
Barclay Street, New York City, has 
been appointed by the Trumbull-Van- 
derpoel Company of Bantam, Conn., to 
look after its New York territory. Mr. 
Ingham was formerly sales manager of 
the Bryant Electric Company, and Mr. 
Gillingham was a member of the Johns- 
Pratt organization. 


The Milwaukee Electrical Contrac- 
tor-Dealers’ Association has moved its 
offices to 1604 Wells Street, Milwaukee, 
Wis. 


The Federal Radio Corporation, divi- 
sion of the Federal Telephone and Tele- 
graph Company of Buffalo, New York, 
announces the appointment of Lester E. 
Noble as vice-president and general 
manager, and that of A. C. Stearns as 
advertising manager. 


The Sun-Ray Lighting Products, Inc., 
has appointed the Trans-Continental 
Electric Company 156 West Washing- 
ton Street, Chicago, Ill., as its exclusive 
mid-west distributor. 
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Ray V. Sutliffe, Chicago 
Editor of “Electrical 
Merchandising ” 


Ray V. Sutcliffe, who was recently 
appointed Chicago editor of Electrical 
Merchandising and Radio Retailing 
with headquarters at the McGraw-Hill 
offices at 7 South Dearborn Street, Chi- 
cago, was for the past three years ad- 
vertising manager for the Syracuse 
Washing Machine Corporation, makers 
of Easy washers, at Syracuse, N. Y. 

Mr. Sutliffe comes to Electrical 
Merchandising and Radio Retailing with 
a broad background preparatory for his 
work on these electrical and radio pub- 
lications. He is a graduate of Pratt 
Institute of Technology with the degree 
of B. S. in M. E. From 1906 to 1911 
he was factory manager for the Dayton 
Electric Manufacturing Company, Day- 
ton, Ohio, makers of automobile and 
farm-lighting plants. In 1916, he 
opened his own office as the Sutliffe- 
Madsen Company, New York City, 
manufacturers’ agent for the sale of 
electrical specialties, as distributors for 
Hoyt switchboard instruments, Hender- 
ick magnetos, and Sampson telephones 
and ignition systems. During this pe- 
riod his company also built and sold 
radio sending sets for aeroplane use 
in the war. 

In 1918, he went to the Winchester 
Repeating Arms Company as superin- 
tendent of sales promotion, in charge of 
merchandising contacts with the vast 
Winchester distributing organization of 
4,000 retail dealers. 





The Connecticut Telephone & Elec- 
tric Company, Inc., Meriden, Conn., an- 
nounces that James J. Sheeran, who 
has for years been identified with the 
New York electrical trade is now han- 
dling its line of telephones and sig- 
naling apparatus. V. F. Harkness, is 
representing the company in the sale 
of Cetee (cold moulded to form insula- 
tion). Their address is 51 Chambers 
Street, Room 616, New York City. 


The Electric Service Supplies Com- 
pany’s Chicago office is being removed 
from the Monadnock Building to Illi- 
nois Merchants’ Bank Building, 230 
South Clark St., Chicago. 


G. C. Osborn, general sales manager 
of the Edison Lamp Works of the Gen- 
eral Electric Company, announces the 
following changes in organization: The 
Lighting Service and Commercial En- 
gineering Departments have been com- 
bined to form an Engineering Depart- 
ment, of which A. L. Powell has been 
appointed manager. The several sec- 
tions of the Engineering Department 
are headed as follows: Commercial En- 
gineering Section, O. P. Anderson; 
Lighting Practice Section, A. B. Oday; 
Special Development Section, L. ©. 
Porter; Lighting Promotion Section, 
A. S. Turner, Jr., Testing Section, R. S. 
Burnap; Office Supervisor, J. A. Sum- 
mers. H. Schroeder, commercial engi- 
neer, and G. H. Stickney, illuminating 
engineer, will continue as the technical 
authorities in their respective fields. 
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Where to Buy the Articles 
on Pages 5746-5747 


Nathan Straus & Sons, Inc., 119 Fifth 
Avenue, New York City—Czecho-Slo- 
vakian lamp. 

Pompeian Bronze Company, 225 Fifth 
Avenue, New York City—Danish pot- 
tery vase. 

Decorative Plant Company, 230 Fifth 
Avenue, New York City—Shell flowers. 

Maibrunn Company, Inc., 44 East 
Twenty-fifth Street, New York City-— 


lamp to the extreme left in center 
picture. 
Soy Kee and Company, 87 Fifth 


Avenue, New York City 
with porcelain base. 

Mutual Sunset Lamp Manufacturing 
Company, 225 Fifth Avenue, New York 
City---lamp with ship base. 

Weidlich Bros., Manufacturing Com- 
pany, Bridgeport, Con.-silver cigarette 
set and “Crinoline Lady.” 

Fred C. Reimer Company, Inc., 49 
West Twenty-third Street, New York 
City—Dresden powder jar. 

Fulper Pottery Company, 225 Fifth 
Avenue, New York City—boudoir light. 

Fourman Bros. & Company, Inc., 26 
West Twenty-third Street, New York 
City---lamp with Dresden base. 

Maibrunn Company, Inc., 44 East 
Twenty-fifth Street, New York City— 
shade for above lamp. 

A. N. Khouri & Bro., 115 East 
Twenty-third Street, New York City — 
lamp with marble onyx base. 

Neuwirth, Robinson & Goldman, 33 
East Eighteenth Street, New York City 
—wall clock. 


-center lamp, 
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Vaselamp Manufacturing Corpora- 
tion, 14 East Thirteenth Street, New 
York City—lamp with illuminated base. 

Warner Shade and Novelty Company, 
18 West Eighteenth Street, New York 
City—floor lamp in center picture and 
small table lamp in picture at lower 
left. 

L. D. Bloch & Company, 39 East 
Eighteenth Street, New York City — 
girandoles and small lamp. 

Mutual Sunset Lamp Manufacturing 
Company, 225 Fifth Avenue, New York 
City—lamp with glass and metal base. 

Morimura Bros., 55 West Twenty- 
third Street, New York City — small 
lamp with china base. 

Neuwirth, Robinson & Goldman, 33 
East Eighteenth Street, New York City 
—bridge and junior floor lamps. 

Max Schaffer Company, 31 West Fif- 
teenth Street, New York City—wrought 
iron table lamp. 

Frankart, Inc., 1170 Broadway, New 
York City—bookends. 

Charles Hall, Inc., 3 East Fortieth 
Street, New York City—‘“Haeger” po- 
tery vase. 

George H. Donovan, 200 Fifth Avenue, 
New York City—amber glass smoking 
set. 

Bush Terminal Sales Building, Art 
and Gift Division, 130 West Forty- 
second Street, New York City—wrought 
iron student’s lamp. 

Mutual Sunset Lamp Manufacturing 
Company, 225 Fifth Avenue, New York 
City—occasional furniture and mirror. 
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The Electric Club of Philadelphia has 
signed a lease for the second, third and 
fourth floors of the building at 227 
South 12th St., Philadelphia. This is 
located in the center of Philadelphia’s 
business district. 

The new club house will have a fully 
equipped dining-room, and the kitchen 
will be 100 per cent electric. The 
building will also house the executive 
offices. Arrangements are now being 
made for complete renovation and the 
new club house is expected to be ready 
the middle of December. 





When You Wire for Radio 


(Continued from page 5752) 


to a standard, whatever hazards now 
exist will gradually disappear. In- 
spection departments who are 
charged with the safety of the public 
will insist more and more on the use 
of approved devices known to be safe 
from a fire and life standpoint. 

The Underwriters’ Laboratories 
List of Approved Fittings for radio 
work is constantly increasing. De- 
vices constructed and _ listed in 
accordance with the Laboratories 
standard may be assumed to be safe 
from life or fire hazards. 

In those devices designed to elim- 
inate the B battery for instance, the 
voltages are kept as low as consistent 
with successful operation. All live 
parts of the equipment except such 
as is required for connection to radio 
apparatus is fully protected. 

In the Laboratories examinations, 
voltage break-down tests are applied 
to all parts. Devices are short-cir- 
cuited, just as they might be in ac- 
tual use. Where temperatures be- 
come high to a danger point or where 
a device burns out, it is not accepted. 
Tests made by bringing into contact 
the ends of wires connected to the 
high voltage terminals show that 
whatever arc is produced will not 
set fire to cotton or other inflam- 
mable material. 

Certain daily newspapers advertise 
the sale of parts for the B battery 
eliminator, it being intended that 
these parts will be assembled by the 
amateur. Assembled devices of this 
type, it is feared, may prove to be 
a serious life or fire hazard. 


The Poindexter Electric Company of 
Denver, Colo., has been incorporated 
with a capitalization of $25,000. The 
incorporators are L. W. Poindexter, 
C. A. Sechler, and Charles J. Richard. 

Charles R. Strother, formerly sales- 
man for the Post-Glover Electric Com- 
pany in West Virginia territory, is now 
representing the Standard Electric 
Stove Company of Toledo in West Vir- 
ginia, North Carolina, Tennessee and 
Eastern Kentucky. 
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Active Merchandising * 


in Savannah 
(Continued from page 5727) 


our opening with larger space used 
as the opening date drew near. 

Prior to the opening, an engraved 
invitation was mailed to each mem- 
ber of the Retail Merchants’ Asso- 
ciation, city, and county officials, offi- 
cials of the several banks, railroads 
and other corporations. 

Excellent music was furnished by 
a local orchestra, which added to the 
entertainment of the evening. Fruit 
punch was served during the evening 
to all visitors. Souvenirs consisting 
of small tape measures for the ladies, 
little leather memorandum books for 
the men, and erasers and mystic 
oracles for the children were dis- 
tributed. Prizes were given away 
daily, consisting of electrical appli- 
ances, lamps, etc. 


Manufacturers’ and Jobbers’ 
Representatives Present 


Assisting us during our open- 
ing were representatives from the 
various manufacturers. Mrs. T. M. 
County represented the Hurley Ma- 
chine Company and demonstrated 
the washer and ironer. Mrs. W. B. 
Green of the Edison Electric Appli- 
ance Company, demonstrated the 
range and heating appliances. Mr. 
R. H. Atkinson represented the West- 
inghouse Electric and Manufactur- 
ing Company, and Mr. H. H. Hunter 
the Gilham-Schoen Company, job- 
bers. The Carter Electric Company 
was represented by Howard Shirley 
and J. E. Crotty, and the Western 
Electric Company by H. B. Stanton 
and J. H. Littleton. 

It was estimated that 5,000 people 
visited the store during the hours 
from 8 to 11 p.m., on the opening 
night, while we had anticipated less 
than 1,000. The store was packed to 
capacity during the entire evening, 
with a continuous stream of traffic 
coming and going. 

Yours very truly, 
SAVANNAH ELECTRIC AND POWER 
COMPANY, 


Tom D. Fulford, 
Sales Manager. 





The West End Electrical Company 
has taken over the business of the 
Schuler Electric Company, Portsmouth, 
Ohio. The new firm is owned by Albert 
Beekman and Ralph Yuenger. Mr. 
Beekman has an electrical experience of 
ten years years behind him, while Mr. 
Yuenger has been a salesman for the 
local utility company. 
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ALICO LANTERNS 


“Quality Lanterns for Quality Trade” 


An Overlooked 
Market? 


Have you realized that your 
customers are ready to buy 
attractive lanterns for vari- 
“ous places in and around 
their homes where a lantern 
offers the correct decorative 
lighting effect? 


You can get this lantern 
business—these extra sales— 
if you display the ALICO 
line, which offers a selection 
of many designs, appealing 
to the taste of the most dis- 
criminating. 





Ran Si i RCT RRR 


Prices are surprisingly low 
for merchandise of this 
quality. 





Spanish Wall Lantern No. 
360—Ht. 14 in., width 6 in., 
with white or amber Cathe- 
dral glass. 


Art Lantern Importing Co. 
239 East 60th St., New York City 


Send for Catalog H Illustrating 
Entire Line 





Cassidy 
Lamp 


CASSIDY COMPANY, INC. 


Designers and Manufacturers of Lighting Fixtures 
101 Park AveNuE, New York 





UU 














ANCHOR Adapters 


for Pottery Jars and Vases 


An attractive device for converting 
pottery jars and vases into beautiful 
electric lamps. Furnished with six feet 
of silk cord and attachment. Finished 
in brushed brass and statuary bronze. 
A big seller wherever shown. 





TIMBERLAKE 


Improved Reflector Screen 


For attractive colored lighting effects 
for windows and other displays. This 
improved light screen is made in two 
sections. A decided advantage for the Gelatine is quickly 
inserted between the two screens and is held firmly in place. 
Used for any reflector not over ten inches in diameter. Low 
priced and durable. Get your orders in now. 


Send for Catalogue No. 26B. 


J. B. TIMBERLAKE & SONS CO. 
Jackson, Michigan 


Patented 








1926 is going to be an 
ECONOMY year 


First and foremost, here’s wishing you holiday greetings, 
and prosperity during the new year. 


As we see it, 1926 is going to be a big year of good 
business conditions. But this is no reason why we business 
men should relent upon our plans for economy. Profit 
and economy always have gone together and always will 
—and so will appreciation of quality and economy. 


Our contribution to your program of economy for 1926 
is our line of Zellac products. There is no detail of manu- 
facture in the production of your electrical fixtures and 
appliances that is so important as finishing—the protection 
and beautifying of your products—and you know as well 
as we do that there are no finishing materials today that 
are of such important value as those im the Zellac line. 


Let us tell you WHY Zellac means economy and satis- 
faction to you. 


ZELLER LACQUER MFG. CoO. 
342 Madison Avenue New York 


Stockrooms and Offices at 


CuicaGo: 551 W. Lake St. 

Los ANGELES: 786 Ceres Ave, 
SAN FRANCISCO: 67 Steuart St. 
DeNveER: Ormor Sales & Supply Co., 
1428 Court Place, Distributors, 
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Indirect lig 


mn popular orm— 


Indirect lighting in a lamp bulb! In popular form, and 
above all in salable form. 





This soft, luxurious illumination makes the perfect portable 
lamp. It reduces indirect lighting of auditorium, stores, 
etc. to utmost simplicity. 


Here is a unique opportunity for putting new life into your lamp 
bulb and portable lamp sales. Write for iull particulars of the 
splendid central-station and dealer proposition which includes an 
extremely fine supporting line of floor and table lamps, etc. 


SILVRAY CO., INC., 103 PARK AVENUE, NEW YORK 
Fixture Factory, Baltimore, Md. Lamp Works, 23rd Street, New York 


SILV RAY 
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One of the 20 bridge lamps 
that give life and color to : 5 
our current Lamp Catalog. his attention-compelling window display consists 


of a harmonious arrangement of Miller lamps, a few 
pieces of furniture, and trimmings of inexpensive 
Dennison crepe papers. We have a booklet, free to 
Miller dealers, that tells you exactly how to 
reproduce this window in 30 minutes. 








a? 
| Use 
One of he 4 fs ann Our Double Service 


a profit line for dealers 
who want to do a sub- 


stantial selling job. | Quality Lamps 
plus Sales Helps 

















ILLER Offers to dealers a double service 
One of a series of novelty quality lamps at prices that are right, plus 
would eed cen an unequalled program of retail selling helps. 
a gang our You can do a good selling job with either half of the 
service. With the complete service, you can make 
December the best and most profitable lamp month 
you have ever had. 
, You should have the Miller Lamp catalog. Write 
Miller bridge, floor and ’ . 
Py ieadels apa weneadves X9 for a copy and request our folder on lamp selling 
€ tised in full colors in helps. Christmas shoppers will soon be on your 
November House Beauti- : 
ful. That means much to street, so write today. 


Miller dealers. 


ae P THE MILLER COMPANY 


Meriden, Connecticut 
Founded in 1844 
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SPECIAL CHRISTMAS 
ASSORTMENT 
10 standard lights 


List - - - - - = $24.95 
Cost to dealer, including 

display - - - - - = 43.71 
Dealer’s profit - - - - $11.24 





Order from your jobber now! 


The throttle’s wide open 
for Christmas flashlight sales 


A SPECIAL, holly-decorated wrapper for all! Tie in with this Christmas 
for the individual flashlight. A drive and make it pay you—BIG! 


special display-carton for the coun- NATIONAL CARBON COMPANY, Inc. 
ter, containing a special Christmas New York San Francisco 


t — it Atlanta Chicago Dallas Kansas City Pittsburgh 
assortment, pecial, arge-space Canadian National Carbon Co., Limited, Toronto, Ontario 
Christmas advertising in The Satur- EVEREADY HOUR BVERY TUESDAY AT 9 P.M, 

_ . ° ° Eastern Standar ime 
day Evening Post and a big list 


For real radio enjoyment, tell your customers to tune in the 


. “Eveready Group.” Broadcast through stations— 
a = WEAF New York WFI = Philadelphia WWJ Detroit 
of Magazines, farm papers, rotogra WJAR Providence WGR_ Buffalo wcco { Minneapolis 
WEEI Boston WCAE Pittsburgh St. Paul 


> Jorce neinna’ woc avenpor 
vure newspapers, etc. A big, power- ~“™* “gp! St'fouls" — 


ful Christmas drive all along the line. EVERE ADy 


The throttle’s wide open and the 


Eveready Christmas special is FLASH LIGHTS 
roarin’ down the track to profits é&*Y BATTERIES 


-they last longer 
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No. 42. List $5.00 


Buy now for Christmas 
Orders will be shipped by express! 


You may have delayed your order but it is not too late to cash in on Smokerlite profits 
for the Christmas season. 


The appliance of the hour for home or office, and every smoker a prospect. 


SMOKERLITE is thoroughly practical and reliable, has guaranteed heating unit 
and is built by pioneers in the line. It belongs in every appliance stock. 
Write today for proposition. 





Pat’d and Mfr’d Exclusively by 


HANCE-PARKER MFG. CO. 


MERIDEN, CONN. 


Big Gift Sales 
Every Xmas! 


Few gifts can be sold for $5 which appeal so strongly to gift 


ak 
ay 


No. 20. List $5.00 











hunters who want something out of the ordinary, and at the It sells for 
same time useful and attractive. $ 
Play-O-Lite makes a handsome gift from its smart, distinc- 

tive design and its natural wood finishes, even to the box 5 

that holds it! 


The price is a popular one, and the dealer welcomes the 


—with a handsome profit 
profit! 


Special Features 


~ 


. It slips on or off the piano in a second without the use of tools. 
cannot mar the piano. 


. Finished in mahogany, ebony, or walnut. 
. It throws a soft light right on the music, without glare. 


. It’s use is not limited to the piano. It works equally well on 
a chair or bed! 


awWwWN 


Last minute orders will be shipped same day 
order is received. 


f ? (AVODITE $ 


A. HALL BERRY 


Sales Agent 


71-73 Murray St., New York City 
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FA RIE Ss a | 


' Verdelite 


PATENTEO 


Lamps 


WILL BRING 
More Xmas Lamp 


Business this Year 
AND MORE PROFIT FOR YOU! 


Have a stock of Verdelites ready for the 
holiday trade. 





Verdelites sell readily because of their 
distinctive designs and attractive finishes. 
There is a Verdelite to suit every need for 
office or home. 


The Faries line offers a wide selection of 


appropriate, useful and distinctive Xmas 
gifts. 


Get your share of this profitable business. 
Suggest Verdelites to your customers. 






Ask for our Catalogs 
and Prices. 









No. 3884 
Radio 
Lamp 







No. 3241 
No. 3661 Verdelite 


Bridge Lamp 





Verdelite’s 
Exclusive Features 


The slotted shade holder, permitting 
easy removal of shade for cleaning. 
The green glass shade, which gives 
off a soft restful light, free from 
glares or shadows, preventing eye- 
strain. Made in 32 different styles. 


Green 
glass 

shade, 
white 
inside 











FARIES MFG. CO. 
DECATUR, ILL., U.S. A. 


No. 3230 
Verdelite 
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The REMOLITER 


for all kinds of smokes 


The most attractive smoke lighter on 
the market. Cast metal finished in 
antique silver. Has a renewable 
heating unit. Lights instantly cigars, 
cigarettes or pipes on either AC or 
DC current. 


A welcome gift for any 
smoker. Be ready for 
the holidays. Place 
your order now and see 
how good it is. 


Retails for 


$5.00 
The Remo Corp. 


Meriden, Conn. 










Some, 
jobber 
territory 
still open. 
(Write. 








Lower Prices—Complete Stock 
Die Drawn ELASTOID Candles 


The only candle made without inside loose flap 


All Styles and Finishes 


ie 






SEGRE 
SSS 








SEK 


ASHES 
<y 





Grade A—Seamless, die drawn, enam- 
eled, perfectly round, even wall thickness, 
strong and stiff. 


WeCan Fill Your Order Today 


SAVE MONEY 
The Elastoid Fibre Company 





Waltham, Mass. 
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Kodalak 


on electrical appliances 


Not only is Kodalak 
quickly applied, without 
the need of costly drying 
rooms or bake ovens; but 
it is a beautiful finish 
which withstands  ship- 
ment and wear. Kodalak 
pleases the retailer and 


the buyer. 


Tell them it’s Kodalak; 
it helps you sell 


Eastman Kodak Company 


Chemical Sales Department 
Rochester, N. Y. 








Now You Can Make Show Cards 


Streamers, Price Tickets 








WITHOUT PREVIOUS EXPERIENCE you 
or your youngest clerk can brush up an attractive 
showcard, price ticket or streamer in one or more 
colors that will look like the work of an experienced 
artist. (Good-looking signs made on the 


showcarder 


Nothing to 
Full 


dignify your store and sell your goods! 
puzzle over. Simple directions tell just what to do. 
equipment with each outfit. 
Increased Sales By Giving a Voice to Items 
In Your Stock! 


A few extra daily sales will make a world of difference in your 
bank account! 


Write for illustrated folder and price. 


Showcarder, Inc. 
2336 University Ave. St. Paul, Minn. 


HI 











Window Lighting Fi. 


A new rugged efficient spot and 
flood light with color effects 
suitable for any mounting. It 
is just a recent addition to our 
large variety of lighting units 
for special lighting and effects. 
xet acquainted with Klieg] Bros. 
ine. 


Write for Catalogue K 





Universal Electric Stage 
Lighting Co., Inc. 
321 West 50th Street 
New York, N. Y. 
Stage Lighting Engineere—Designers and Builders 








of everything electrical for the stage and theatre. B 
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NO MORE BREAKAGE 


Acme Introduces New Aluminum 


BATH ROOM BRACKETS 

















ap Y, 


WILL, “ NY Fe 
oD) y 





OUTLET. 7 
PT aiciia No. 170 
image ee ae Wiveil wii Lcdiion Dodie 
Lots of 6 —2.00 Lots of 6 —] 50 
Lots of 12—] 90 Lots of 12—] 45 





Baked White Enamel Finish 


A Real Convenience with Good Light 


SPECIAL PRICES IN 100 LOTS 


ORDER BY MAIL 


ACME MANUFACTURING CO. 
2114 Woodland Avenue, Cleveland, Ohio 
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Decorative Aluminum and Strap Sets 
Delivery From Stock 


400 ALUMINUM LINE IN FLORENTINE POLYCHROME 
SILVERTONE POLYCHROME and ANTIGUE IVORY POLYCHROME 





res pe te 


ta 


No. 4051,—Wired 





No. 411C—Wired With Keyless Sockets 
. Spread 18 in. 
With Pull Sockets 
2 73 wea 8,25 each 





Strap Fixtures in 
Pebbled Gold Polychrome 





No. 912C—2 LT. 





Wall Plate aay igre 
11x4% in. ny ‘ ‘apy 
Wired with Canopy tf 
Switch Ne A| No. 905C 
3.75 each at ye 5 Lt. 
_s Spread 20 in. 
Length 36 in. 
D ) Wired C ] 
Lantern Acme Sells By Mail Only ws 10,50 ane 
Length 36 in. M ‘call ~o om 
Wired Complete You Buy ost Economica y Same in Drop or Ceiling 
6.90 each Through This Plan 10),50 each 


Our Monthly Bulletins Will Aid You—Send Us Your Name 


ACME MANUFACTURING CoO. 
2114 Woodland Avenue, Cleveland, Ohio 
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No. 








KITCHEN 








BATH 





. No. 88/103 
No. 34 
PEARLTONE — “The Glare Eliminator.” JUST the globe for Bathroom lighting. Glass 
No shadows—and light in every part of the is white with the lines in Blue, Black or 
room. Write for our commercial circular. Green. 




















Chicago Showroom: 


17 N. Wabash Avenue 





GILLINDER BROTHERS Inc. 


PORT JERVIS 
NEW YORK 











G 2276 


Length 48 inches 
Spread 20 inches 


21st and Morgan Streets 











Masterpieces — 


in design and finish! 


Gross Colonial Fixtures 


Patterned along lines truly characteristic of the Colonial 
Period,—graceful sweeping curves,—almost Puritanical 
in their dignified simplicity, this new line of Gross Fix- 
tures conforms in design and finish to the accepted stand- 
ards of the Colonial interior. They harmonize perfectly 
with the furnishings to be found in the typical Colonial 
house; they will sell at a worthwhile profit to your most 
discriminating customers. 


Carried in stock for immediate shipment in a 
choice of two finishes: Weathered Brass; Polished 
Silver and black rub. 


This new line is illustrated in color in the 1926 
Gross Fixture Book. Send now for this sales- 
making fixture guide; ask for Catalog 120. 


GROSS CHANDELIER COMPANY ~~ ezn 


Back Plate 7% inches 


ST. LOUIS, MO. Spread 9% inches 
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Benjamin Show Case Lighting Fixtures 


Stop every 62 person 


instead of every £72 passerby 


When you increase a retailer’s business through the installation of Benjamin 
Show Case Lighting Fixtures you secure three things in return: A very good 
profit; the retailer’s everlasting gratitude; and an active advertisement of the 
sales-making power of the equipment you sell. 


ry 












Y -thenwith 
/, proper lighting 
/inside the show case 




























PEOPLE ‘1798 peopie. 
|| Passed by,and | \\ passed by, and } 
Rep hog \ 213 stoprep/ 


at the show case / i 
ee 
Benjamin Show Case Lighting Equipment can be easily installed in any show 
case, straight or curved, because of its sectional construction and variety of lengths. 
Two machine screws at each joint fur- 
nish the means of both electrical and 
mechanical connections. Standard tub- 
ular lamps, T-10, give an even distribu- 
tion of light over the display. Burned- 
out lamps are replaced with unusual ease. 






Send for Special Show Case Lighting 
Literature. Address our nearest office 


Benjamin Electric Mfg. Co. 


120-128 So. Sangamon Street, Chicago, Ill. 


247 W. 17th Street 448 Bryant Street 
New York San Francisco 


Manufactured in Canada by the Benjamin 
Electric Mfg. Co. of Canada, Ltd., 
Toronto, Ontario 
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The Sign That Says 


“Come In And Buy” 


At opportune hours of any of the twenty-four 
you can make your store front say “Stop—Here 
Is Quality Service—Come In and Buy.” 


Dignified boldness by day and pleasing bril- 
liancy by night—that is why Flexlume signs 
compel favorable attention—attracting trade 
from near and far. 

Maintenance cost surprisingly low. A permanent sign 


—the result of 15 years of quality sign manufactur- 
ing experience, 


Write now for literature and photoprints showing how 
Flexlume can also profitably serve you, 


We build exposed lamp and other 

types of electric signs for those 

who prefer or require them. 
FLEXLUME CORPORATION 
1090 Military Road, Buffalo, N. Y. 
Phone “Flealume’’—All Principal Cities 


Factories also 


at Detroit, Los Angeles, Oakland, Calif. 
and Toronto, Canada, 
Correspondence invited from electrical ecmmtractors who are 


equipped to erect and furnish maintenance service for Flezlume 
signs. Address Home Office. 





























Anything that saves your time 





is worth investigating 





SAFETY SCREWLESS HOLDER 
The new ‘“Full-O-Lite’’ holder saves your time 
a bigger profit on each installation. 


It meets competition with a distinctive unit on which you can make 
a better profit. 

For simplicity of construction and assembly, it has no parallel for 
solidity and beauty. 

The screw stem canopy is slipped down clear of the box, giving 
ample room for installation and connection and avoids the unsightly 
appearance of the long slip stem. 

No screws, springs, catches or other troublesome devices. 
to get out of order, no adjustments to make. 


, therefore leaves you 


Nothing 
Glass slips into place 





SURE NDUEA TEAL 


and is secured all in two simple 


moves—and is bound to hang 
straight. 


Distributors and dealers—ask for Bulletin ML, 
Territory open for Manufacturers Agents. 


pee ©-LIT 


Brightens; the Night ~ 
ofc tts SSSssT2=s. 


FULL ERTON ELECTRIC CoO., Inc. 


Established 1907 , 
20 West 17th Street, Near Fifth Ave., New York, N. Y. 





LLL HAHA LAWN 


wii 








Greater Volume of Light 
on a Lower Wattage 


Planetlites carry their own 
ceiling and give soft diffused 
light through the white glass 
reflected from the ceiling 
disk. Glass and reflector are 
such that absorption is negli- 
gible. 





These lights are available in 
five other styles for all deco- 
rative requirements. 


Write for the 
Planetlite Sales 
Book 


It contains a lot of 
effective selling mate- 
rial of interest to any- 
one selling commer- 
cial units, and we 
send you a copy free 
upon request. Just 
drop a post card re- 
quest into the mail 
today. 


Shipped to the Job Ready to Hang 


PLANETLITE inc 


Inc. 
342 Madison Avenue, New York 
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AGLITE — ye Porcelain 


; e 
“aretnccorse” =f 4 Enamel Units 





Cleaned 
In 3 Seconds! | . | 


And that’s just one of the many | 
reasons why hundreds of hospitals 
and business places and thousands 
of homes have installed Aglite Por- 
celain Enamel Units during the past 
year. 





Completely insulated, attractive and 
compact, Aglites sell the instant 
they’reseen. Their permanent por- 
celain enamel finish is guaranteed 
not to check, peel, tarnish, rust or 
discolor. And Aglite’s perfectly 
smooth surface, entirely free from 
dust-catching screws or metal parts, 
fits them especially for places where 
good light and sanitation are rigidly 
required. 


Every live electrical goods dealer 
should show a stock of Aglite Por- 
celain Enamel Units. They are 
made in a variety of types suitable 
foreveryneed. Thestandard colors 
are white, old ivory, and gray. 


Send at once for information con- 
cerning our co-operative sales plan 
for dealers and literature describing 
Aglites in detail. No obligation 
whatever. 








the EDWIN KE. Guina COMPANY 


DESIGNERS-ENGINEERS-MANUFACTURERS 


_ “Lighting Equipment 





| » ya) 2619 Washington Ave., St. Louis, ‘a 


BRANCH OFFICES (Sales and Service) In Principal Cities 
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Eveready-Mazda 
—the names 


that sell lamps 


WHEN a customer says: “I 
want a new bulb for my 
flashlight,” it strengthens his 
good-will in you if you can 
say: “Here’s an Eveready- 
Mazda.” Like as not your 
customer has an Eveready 
Flashlight, uses Eveready 
Columbia Dry Batteries, 
always insists on Eveready 
Radio Batteries, lights his 
home with Mazda lamps, 
and burns Eveready-Mazda 
lamps in his automobile. 
Eveready and Mazda are the 
two names that mean to the 
public the utmost in illumi- 
nation, the best battery serv- 
ice, the best lamp service. To 
sell products marked with 
these names shows you give 


value. Order from your 
jobber. 


NATIONAL CARBON ComPANY, Inc. 


New York San Francisco 
Atlanta Chicago Dallas Kansas City Pittsburgh 


Canadian National Carbon Co., Limited 
Toronto, Ontario 


EVEREADY 


MAZDA 
FLASHLIGHT LAMPS 



































Tee 
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Jobbers 
Dealers 
Contractors 
Cash In 


By selling the line that all 
prominent architects are 
specifying for entrances to 





Design 2067 
fith 21-in. Le 2 

with in. Lantern Chesdins Gaeagee 
Schools Filling Stations 
Libraries Bridges 
Office Buildings Private Grounds 
Apartments Parks, etc, 
Send for this 
Book No. 54 
and our sales 
proposition. UNION METAL 





ae ae 


THE UNION METAL 
MFG. CO. 
CANTON, OHIO 


Chicago Ottice: 
230 So. Clark St. 


UNION METAL 
EXTERIOR LIGHTING FIXTURES 


Entrance Standards -- Brackets --Newels 





Design 2019 
with 18-in. Lantern 














Made so you 
can sell floodlights? 


LIST 
8 to wall, 
$ 85° saae, atin: 


up anywhere in a 


Complete with ditty. 

removable color Universal bracket 
film frame and permits light to 
5 different be thrown in any 


films, 6 feet of direction, 


cord and sepa- 
sate plus. In Holds color films 


individual }] Ti e)01y a 
ns ee ce 
standard pack- — 





age or attached, 
: Patented 
No. 954 — 8- Exclusive in many 
inch — 100 to of its features. g 
pecialists in 

150 Watt— pomgpinaye we Flood Lighting 
List $8.50. Stance, 60 at Bank Screen and Desk Lighting 

there are no light Show Window 
No. 955—10- 
dncti<—150\ to leaks, Theatre, Cove and all other types 
200 Watt using Silvered Glass for White Re- 


flecting members, 





List $12.50. Lanes 


The SUNLIGHT SILVER GLASS REFLECTOR gives you 
a flood light you can go out and sell! 

It fits the needs of the small stores, and the price fits them 
too. It appeals equally to the big store. 


Get full details on this floodlight. 
Write for Catalog 26 and Discounts. 


SUNLIGHT REFLECTOR CO., INC. 
Established 1898 
226-28 Pacific St., Brooklyn, N. Y. 
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Free Holiday 
Stamping Offer 


Until January 1, 
1926, we will stamp 
your name, or a 
friend’s name, _in 
gold on the front 
cover of this prac- 
tical book on light- 
ing fixtures, with- 
out additional 
charge. Orders for 
stamped copies 
should be accom- 
panied by price 
and, of course, 
stamped books are 
not returnable. The 
offer expires Jan. 1, 
1926. 











Lighting Fixtures 


and 


Lighting Effects 


By M. LUCKIESH 


Director, Research Laboratory 
National Lamp Works of General Electric Company, 


327 pages, 6x9, illustrated, $4.00 net, postpaid. 


This new book gives a clear and complete treatment of lighting fixtures 
in regard, mostly, to lighting effects. 


Every important phase of modern lighting receives attention. Lighting 
and lighting fixtures are discussed in many different combinations to 
produce what is wanted must. 


How to decide on the right lighting fixture 
for any desired lighting effect 


The book explains the principles of lighting fixtures, describes their 
historical background and development—discusses light, natural influ- 
ences, color, painting and shading—and shows how to arrive at the 
proper fixture for any desired effect. 


Modern lighting is treated in all of its important aspects—lights, lamps, 
lanterns—for direct and indirect lighting—in private, semi-public, public 
and commercial buildings. 


Pictures and descriptions of lights, 
lamps and lanterns of classic design 


Systems of artificial lighting, glass and Art in lighting fixtures, 
artificial light. Direct and indirect lighting in modern 
Efficiency and effectiveness in fixtures. usage. 
Reflectors, diffusing agents and pro- Evolution of lights, lamps and lanterns. 
jectore Period treatments in fixtures. 


Examine a copy for 10 days free 


Send for a copy to examine for 10 days free. If you work with lighting 
arrangements of any kind you will be more than pleased with the great 
fund of practical, usable information in this book. No obligation to 
purchase. Keep the book or send it buck as you please. 


FREE EXAMINATION COUPON 


McGraw-Hill Book Co., Inc., 370 Seventh Ave., New York. 


Send me Luckiesh’s LIGHTING FIXTURES AND LIGHTING EFFECTS, 
$4.60 with name stamped in gold on front cover. I enclose proper remittance 
and understand that stamped copies are not returnable. 





(Name to be stamped) 
This offer expires January lst, 1926. 
Send me lLuckiesh’s LIGHTING FIXTURES AND LIGHTING EFFECTS 
$4.00 for 10 days’ free examination. JI agree to return the book postpaid, 
or to remit for it within 10 days of receipt. 


Signed ...ccccoceces APE EOL CCE OO CLL eccece Pree OC Ie 
(Please print) 

Address ..... erccccccces ererrrecr eT et Terre eee eT Te re 

Official Position ...ccccccccsccccese POUT LRT IC COE TLCS wea 

Name of Company ....e.eeeeeees eeccce ese cccccccces CRACK ES CE BeS eres 





(Books sent un approval to retail purchasers in the U. 8. and Canada ar ) 
E.M. 12-1-25 








‘Notice the Lighting Louipment” 
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i Double ke Day Selling § 


from Our 


% (Shristnas Windows ¥ 


To secure 
\ double selling 
action from 











your window ar 
: Ee 
displays of Hol- pis 


iday merchan- “& 
dise, illuminate Aa) 


them with ee 
Flood-O-Lite Jr. & 
and at 


Sterling Reflectors 


The added interest and sales-com- 

pelling attention thus provided will 

not only produce greatly increased 

sales for your own lines of merchan- 4% 
dise, but will also influence sales ¥% 
on Flood-O-Lite Jr. and 
Sterling Reflectors to other 
merchants, because of the 
exceptional lighting facil- 
ities employed in your own 
displays. 


ye 

















Practice what you 
preach. Try it 
out for the Holi- 
days. It will pay 
you handsomely. 


Reflector & Illuminating Co. 


Manufacturers and Engineers 


583 W. Washington Blvd., Chicago, U. S. A. 
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See What You Get 
Retail Price 
10 No. 500 Htr. Conn. Plug $4.50 
6 No. 510Sw’dConn. Plug 4.50 
10 No. 110 App. Cord Switch 5.00 
10 No. 380 Triolet 
3-Way Tap 6.00 
25 No. 420 Attach. Plug 6.25 
10 No. 220 2-Way Tap 5.00 
10 No. 3603-Way Tap 9.00 
10 No. 340 3-Way Tap 10.00 
10 No. 240 2-Way Tap 6.00 
5 No. 600 Htr. Cord Set 6.25 
5 No. 610 Htr. Cord Set, 
switched 7.50 
30 No. P-1001 Push Plates 9.00 
30 No. T-1101 Toggle Plates 9.00 
10 No. R-1201 Receptacle 
Plates 3.00 
10 No. R-1202 Recep. Plts. 3.00 
5 No. P-1002 Push Plts. 3.00 
5 No. T-1102 Push Plts. 3.00 
Total Retail Price $100.00 
You Pay 60.00 
Your Profit $40 
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REVNOLITE 


eyes a 


profit 
for you 


ere's 94. 


in our New ReYNowte Masterpiece 
DISPLAY UNIT SAMPLER 


O introduce the remarkable new quick-selling, profit- 

making Reynolite Masterpiece Line of molded 
electrical convenience fittings, we have made up this 
special assortment of the most popular items. 


There’s Money In It For You 


The total retail value is $100. You pay $60. Your profit is $40. 


ATTRACTIVE counter display cartons—and these beautiful 
products sell themselves on sight. They are so obviously 
superior in every way to anything on the market. Com- 
pare them! 

And The Price Is No More! 


Don’t put it off another day—get your Display Unit Sampler NOW 
and see how quickly it turns into cash profits for you. 


HOW TO ORDER 
Just write or phone your jobber for a Reynolite Unit Display Sampler. 


REYNO|ITE DIVISION 


REYNOLDS SPRING COMPANY 
JACKSON, MICH.., U.S. A. 


NEW YORK CHICAGO PHILADELPHIA LOS ANGELES 
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COMFORT - SAFETY 
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P FAaiprimtaas Are 1 a 





front money could have bought. 


This expression is a part of the testimonial letter to 
the left. It came unsolicited. 


The striking contrast with other fronts in the com 


munity make it outstanding easily recognized. 


Kawneer 


| ‘STORE FRONTS) 


contain these features. 


They are 





sales producers. 
7 y Ngutd 


The 
let us send you this Kaw 
book suggesting a store Compa 
front for your particular 3104 N. Front $ 
line of business—IT IS N Mi 
FREE Sen “Sue 

for Your Store 

























We Are Proud Of It/ 


~a- “ 
ee ln. ee 
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eee KAWNEER | 


tig bit VoRKER a ? 


‘3 y 
From the little plant pictured at the store front of beauty and lasting 
left KAwNeEER has grown tothe large i "0 strength. It is constructed to hold 
institution shown above. Mr.Plym, ») plate glass in show windows safely 
the inventor and owner, perfected a _andsecurely inaspring-like resilient grip. 


The wide spread recog- Top AY 7 Store Fronts, has re- 
nition by merchants every- sulted in the building 
where of the increased sales power of the largest factory in the world 
given their show windows by Kawneer producing metal store fronts. 


See KAWNEER 
Store Front 
illustrated on 
preceding page 


Over a quarter 
of a million in 
twenty years 
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In This Issue— 
For the Wiring Contractor 


Page 
Outdoor Christmas Lighting 5704 
How various cities are developing the idea of lighting 


up Christmas trees right on the lawn—a wiring oppor- 
tunity. 


League Lighting Bureau Sells More Outlets per 
Job 
Salt Lake City makes its better lighting campaign per- 


manent by means of its Lighting Bureau, under the 
auspices of the Rocky Mountain Cooperative League. 


Six Essentials of Selling Housewiring 


When You Wire for Radio 


A discussion of the National Electric Code’s Require- 
ments for receiving sets, antenna, battery connections, 
and “‘lamp-socket’’ devices. 


By Victor H. Tousley, Member Electrical Code 
Committee, N.F.P.A. 


Wiring Kinks to Save the Contractor Time and 
Money 


Experiences from the job and shop which should 
interest every contractor. 


New Wiring Devices and Tools for the Electrical 
Contractor 5760 
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These Bryant Devices Are Needed 








: List Price 
Device Cat. No. Each 
2—Single-Pole Glo-Guide Switches....... 2951-BH $1.00 
1—Single-Pole Momentary Contact Switch 2951-BH 1.50 
(Momentary ) 
7—Three-Point Glo-Guide Switches...... 2953-BH 1.35 
1—Four-Point Glo-Guide Switches....... 2954-BH 2.65 
5—Single-Gang Flush Plates for Tumbler 
i ee ee eran OS61 18 
3—Two-Gang Flush Plates for Tumbler 
REINS Gio eiaree oa /s in 3.4 ros OS OS62 .36 
5—Duplex Convenience Outlets.......... 9022 48 
6 Single Gang Plates to cover the outlets OV61 18 
1—Duplex Heater Combination ......... 558 4.60 








And that isn’t all, because there are wall fixtures over 
the sink, heavy duty outlets for range and refrigerator, 
special bracket lights over the work shelves of cabinet 
and butler’s pantry and the bells and annunciators for 
the signals. Don’t overlook the very substantial sales of 


electric range, refrigerator, hand dryer, dishwasher and 
ventilating fan. 


Mr. Electragist: every prosperous family’s kitchen is 
bristling with opportunities for wiring business. 








Kitchen in the Home of Ideas 


The kitchen is the food factory of the household, so 
everything is arranged to simplify its production 
and improve its quality. 


The room is well lighted by a central ceiling fixture 
and every working position—sink, range, cabinet, 
refrigerator and china closet has its own local light- 
ing fixture. 


There is a switch at every entrance by which the 
general lighting of the room is controlled. 


Convenience outlets are placed high so they are easy 
to reach and there is one at every working position. 
Kitchen furniture is fastened in place so additional 
convenience outlets are unnecessary. 


Notice the special purpose outlets for refrigerator, 
range, ventilating fan, and dishwasher. Observe 
the automatic door switch on the broom closet door. 
See the heater combination by the breakfast nook 
table in the pantry. 


Your attention is also drawn to the momentary con- 


tact switch at the entry door, making it easy to find 
the keyhole at night. 


There isn’t an idea in the Home of Ideas that isn’t a 
practical idea for you to sell, and you can increase your 
business by showing and explaining these ideas to people 
who build homes for you to wire. 


THE BRYANT ELECTRIC COMPANY, Bridgeport, Conn. . 


New York 


Chicago 


San Francisco 
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AKING Conduits, Cables, and Fittings, for 

safe, permanent and trouble-free electrical 
wiring is the sole business of the National 
Metal Molding Company. Five of the products 
are fully and completely described in these 
booklets. Send for them. 


Bending. Great 


and Permane rca 





ECONOMY Black Enameled Rigid Conduit, 
protected by double-dipped, acid- 
resisting coating of enamel—baked 
on. 

FLEXTUBE Non-metallic, solid-wall Conduit. 
Never kinks! Bend it, jerk it, 
twist it, easily works back into 
shape again. The soap-stoned in- 
terior makes fishing easy. 

FLEXSTEEL Flexible Metallic Conduit, pliant 
as a rope of woven steel! De- 
signed to withstand weather and 
moisture. Of great flexibility and 
permanence. Full line of sizes. 

QOVALFLEX A Flat Armored Cable only 5/16” 
thick. Bends edgewise and flat- 
wise. Lay it on brick, tile or con- 
crete without cutting or chipping 
and plaster right over it. 

NATIONAL Designed so that wires can be at- 

BRACKETS tached or threaded and built to 
withstand excessive strain. 








Pat 


eases OS LY 
2, aw tee 








Flexsteel 
Flexible Metallic Condint 


National Metal Molding Company 
1488 FULTON BUILDING §G==u 
TS PITTSBURGH, PA. 


Represented in All Principal Cities (x46 














a - sl 


National Metal Molding Company 
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FOR A COMPLETE GOOD WIRING JOB BE SURE OF THE WIRE 











. PARANITE 





wiring is highly important. You 
must be sure of the quality. 
PARANITE has those vital features 
that help make the finished job greatly 
appreciated. Your men can do better 
jobs with wire easier to handle. 
PARANITE wires and cables have 
been consistently “better than code 
requires,” and all that the job re- 
quires. PARANITE is durable—and 


no more costly than other “code 
wires.” 


INDIANA RUBBER & 
INSULATED WIRE CO. 


Jonesboro, Indiana 


63 Vesey St., New York City 
Marquette Bldg., Chicago 


Walter I. Ferguson & Co. 
208 Baltimore Bldg. 
Kansas City, Mo. 
Western Representative 
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sees “ the instant 
when the blades 
snap home / 


Faster Than the Eye can Follow, the 
Square D Quick-Make, Quick- 
Break Action Throws the Switch 
Completely On or Completely Off. 
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In Square D you have the advantage of 
the simplest and most efficient design 
to accomplish positive quick make and 
break. Square D blades snap solidly 
home with clean, instant, perfect con- 
tact at all points—and disengage just as 
quickly. The switch is on or off witha 
minimum of arcing. 


Added to this important feature there 
are many other outstanding Square D 
advantages— individual base construc- 
tion that makes part replacements quick 


and simple; key controlled accessibility 
and safety; dust proof and dirt proof en- 
closure for long life and trouble-free 
service. 


Such efficiency, such sturdiness, such 
quality, have built Square D’s unques- 
tioned leadership—leadership based on 
three million successful installations. 


We invite your personal inspection of 
Square D. Ask your jobber or write. 
us direct. 


SQUARE D COMPANY, DETROIT, U.S.A. 


FACTORIES AT: DETROIT, MICH., PERU, IND. (71) 


BRANCH OFFICES: Boston, Buffalo, Chicago, New York, Pitts- 
* burgh, St Louis, Philadelphia, Cincinnati, Milwaukee, Atlanta, 





Cleveland, San Francisco, Los Angeles, Syracuse, Kansas City, 
New Orleans, Baltimore, Columbus, Minneapolis, Indianapolis. 


SQUARE D COMPANY, CANADA, LTD., WALKERVILLE, ONT 
BRANCH OFFICES: Toronto, Montreal 


SQUARE D 


Safety Switch 
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Tirex—the right cord 


for any 
kind of extensions. 


These photographs show how Tirex Portable Cord is used in the 
twelve mines of the Island Creek Coal Company in West Virginia 
and Kentucky. Isn’t it strange how this wonderful rubber sheathed 
cord bobs up in such out of the way places. If you should take a trip 
down to these mines—and take a walk through the underground 
workings, in the substations, repair and machine shops, in the big 
warehouses, in the hoist houses—you will find Tirex Rubber Covered 
Portable Cord wound on these reels. At the end of each roll of this 
cord is an electric bulb used for inspection work. 


Tirex has been found to be ideal for this purpose. It has the lasting 
quality and the absolute safety necessary. No amount of unwinding 
and rewinding, pulls and yanks can effect its strengih and surface 
toughness. 


Rough, hard work only serves to bring out the good qualities of Tirex 
Portable Cord under actual service conditions—“and it’s packed for 
service, too.” 


On the basis of past records, it will pay you to stock Tirex Portable Cord. 
Try it once and judge for yourself! 


SIMPLEX WIRE & CABLE @ 


MANUFACTURERS 
201 DEVONSHIRE ST., BOSTON 9 
CHICAGO SAN FRANCISCO NEW YORK 


‘TRADE. 


The Simplex Cable that wears like aCord Tire 







The smaller sizes are packed 
in special cartons containing 
250 feet each, so constructed 
that the cord may be drawn 
out as needed without dis- 
turbing the remainder of the 
coil, All sizes are furnished 
in special length as ordered. 
A trial length will enable 
you to learn what every 
TIREX user know: that 
TIREX Cords and _ Cables 
wear like cord tires, 
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A code wire that 


Equally acceptable in the wiring of 
a home or a factory, the good qual- 
ities of Rome Code Wire are most 
appreciated by the man on the job. 
The smooth “roller” finish, the 
tight non-slipping braid, and the 
free stripping rubber insulation; all 
help to make his work easier. 
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is easy to handle 


So, too, with all other Rome rubber 
covered wires. Each has been 
developed for specific uses. Each 
has definite differences in its con- 
struction. Yet each is manufac- 
tured from wire bar to finished 
copper wire, with the needs of the 
industry always in mind. 


ROME WIRE COMPANY 
Mills and Executives Offices: Rome, N. Y. 
Diamond Branch: Buffalo, N. Y. 


New York Los Angeles 


50 Church Street J. G. Pomeroy, Inc. 
336 Azusa St. 


San Francisco Chicago 


J. G. Pomeroy, Inc. 14 E, Jackson Bivd. 
51 Federal St. 


Detroit Boston Cleveland 


25 Parsons Street 


(2540) 


ROME 


Little Building 


1200 West 9th St. 
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ROCKBESTOS 


_the asbestos covered wire 








2A ll Prefer 
\ Rockbestos 
A few of tl 


re products made by the 
leading manufacturers of heating appli- 
ances and lighting fixtures, and they are 
all Rockbestos equipped. 

For heater cords, heating elements, 
and fixture wire for Mazda C units, there 
is only one standard—ROCKBESTOS 
—and that has been definitely decided 
by its long use and service. 

In fact, ROCKBESTOS wire is stand- 
ard for any purpose where heat is a 
factor. 

Samples of any Rockbestos wire with 


quotations for your requirements will 
be sent cheerfully. 


ese Se 
: 3 


Just a line will bring it. 


Ter) 
ers ——<{>} ‘ 
—— ae as , 
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! & /  ROCKBESTOS PRODUCTS 
| S&S e [2 Rk P OR A T tb ON 


\ the asbestos covered wire | 


aes NEW HAVEN, CONN. 
cs Pk a= New York, 5942 Grand Central Term. Bidg. 9 South Clinton Street, Chicago 
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It Pays To Use 


An Interchangeable Product 





PA.917 
TWO-SCREW CONNECTION 


All Arrow Porcelain Sockets have the two-screw fastening, which is 
doubly secure. There is no chance of jarring loose. “Two-screw con- 
struction allows the use of the standard spring center contact insuring 
perfect lamp connection. It also permits the modern practice of 
identified terminals as the current breaks on the center contact. The 
two-screw fastening is standard with a number of prominent manufac- 
turers which makes jobbers’ and dealers’ stocks interchangeable. 


ARROW PORCELAIN 
Arrow Porcelain is made of a special body mixture in the Arrow Porce- 
lain Plant, insuring a clear white and uniform surface. It is rich, 
lustrous and has a decidedly decorative appearance. 

ARROBELL SOCKETS 


Arrobell Sockets in pull, key, push thru and keyless types, with round 
frosted lamps, make complete fixtures in themselves which are par- 
ticularly attractive for bathrooms, kitchens, hallways, ete. 


THE ARROW ELECTRIC COMPANY 
HARTFORD, CONNECTICUT 


\RROW 


The complete line of Wiring Devices 
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ARROW PORCELAIN SOCKETS 
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How are your sales ? 







ORE than 3,000,000 Cutler- Hammer 70-50 switches 
are now in use on electrical appliances, making them 
safer to use and more convenient for the housewife. 


The C-H 70-50 switch 1s placed on the cord within easy 
reach of the hand—ever ready and convenient to turn “on” 
or “off,” 

It prevents burning the fingers, and has decreased em- 
barrassing table accidents caused by pulling out a tight 
connector plug. 

It reduces fires from overheated appliances, which are 
often left turned on because of the inconvenience of reach- 
ing the light socket switch. 

There isn’t a woman who doesn’t instantly grasp the 
desirability of the C-H 70-50 switch. 

The more convenient you make appliances, the easier they 
are to sell. Suggest a 70-50 switch with every appliance. 
Christmas brings a wonderful opportunity to sell electrical 
appliances and C-H 70-50 switches. Any appliance is a bet- 
ter gift with a C-H 70-50 switch on the cord—and it’s EXTRA 
projit for the dealer. Too, the 70-50 makes an ideal low- 
cost remembrance by itself —just the thing to tuck in some 


lucky one’s stocking. Keep them before your customers this 
Christmas —and get them NOW so you won't be disappointed. 


THE CUTLER-HAMMER MFG. CO, 
Works: MILWAUKEE and NEW YORK 








Some women prefer the at- 
tachment plug and switch 
combined. The C-H 70- 
51 switch-plug is designed 
to permit the breaking of 
the circuit without detach- 
ing the cord. The connec- 
torhas universalterminals 
and fits all heating appli- 
ances. The casing is made 
of Thermoplax heat-proof 
insulating material and ts 
shaped so it does nct in- 
terfere with the guards 
fplacedonsome appliances. 
Light and dark buttons 
are self indicating. The 
switch mechanism is the 
same as that used in 70- 
SO switches. It is fastened 
to one half of casing for 
easy wiring. No loose 
parts to drop out. 


ER-HAMMER 
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—comprise the most complete line of in- 
: ; 
dustrial fuses. ; 
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— “blow on the dot”’. 
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H | hastheability 
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—have been doing so for 27 years. ‘Bbc oue 
: 3 in NINE ways 
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ing that time. 
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« e 2 Bases 
| —will make profits for you RIGHT 
Now — #f you say so. 
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| BlueBell 
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Approved—Guaranteed 
Advertised 





Write for Prices 


KILLARK ELECTRIC MFG. CO. 
3940 Easton Avenue, St. Louis, Mo. 



































| % ¢ 
Strong as cable, clean Co on 
; Fourteen heavy 
to handle, it stays flexi- strands interlocked rpo 








with cross strands, 
i ce make an absolutely 
ble indefinitely. . straight warp. Danbury, Conn. New Freedom, Pa. 
L 4 New York Office 
Write for sample. S 52 Vanderbilt Ave. 








M-A 


Trademark 
Reg. U. S. Pat. Off. 


The New Non-Metallic Conduit 





An experienced organiza- 
tion and two large mold- 


Manufactured by the ing plants at your service 
for your 


Middlesex Mfg. Co. 
Trenton, N. J Molded Parts 
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AMERICANS SHOULD PRODUCE THEIR OWN RUBBER... HSinlow_ 









Motor leads of 400,000 C.M. 
Wire to 200 horse power 440 
volt motor for running am- 
monia compressor. First two 
leads freshly taped, third lead 
was taped 6 years ago. 








HighTension Joi | 
Made Permanently Safe | Pad 


Dirt, oil, moisture, heat and cold cannot destroy the 
insulating and holding qualities of Firestone Friction Tape. 
In dielectric properties, adhesion, tensile strength and 
durability, it conforms to standards more rigid than those 
of the Government and the largest electrical manufacturers 
in the industry. Its easy application makes it the choice 
of electricians, mechanics and all small and large users 
everywhere. 


Sold in bulk or in the new handsome display carton, 
Firestone Friction Tape is a steady reliable builder of 
profits and prestige. Write for discounts, prices and speci- 
fications. Address the nearest Firestone Branch or the 
Home Office at Akron, Ohio. 


Firestoney 


FRICTION TAPE 
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RUBBER INSULATED: 
WIRES AND CABLES 





ie 


National Electrical Code Standard 


Intermediate (Red) Thirty Per Cent 


Wire built under the direct su- 
pervision of experienced engineers, 
skillfully and honestly manufac- 
tured with one purpose and result. 


Continuous Service 


A-A WIRE CO., Inc. 


110 EAST 42nd STREET 
NEW YORK CITY 
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BLACK 
FRICTION 
{| TAPE 
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APPLETON Fi! Sa RUBBER, C se 
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Bon, — 


Co iN RUB 




















non-raveling Friction Tape and 
O. K. Splicing Compound 
for safe, permanent jobs 


JOBBERS IN ALL PRINCIPAL CENTERS 


Factory Representatives: 


GRIFFITHS & HENDERSON D. C. GRIFFITHS CO 


217 Dickson St., St. Louis, Mo. wy Rockefeller, Bidg., Cleveland, Ohio 
GEO. RICHARDS & CO. A. CRA 
557 West Monroe St., Chicago, Ill, 4-154 General Motors Bldg., 


Detroit, Mich. 
The GEO. A. GRAY COMPANY 
en St., San Francisco, 


Cal 
D. K. POST & CO. 

231 East 6th St. Plainfleld, N. J. 
SIBLEY HOSE & RUB 

26 North Fifth St., Philadelphia, Pa. 
If our representative in your territory is not shown here, 
write us for his name. 


BELL & C 
Santa re. Terminal Whse. Unit 
No. 2, Dallas, Texas. 
H. C. BIGLIN 
138 Marietta St., 
STIVERS & WEBER 
1775 Broadway, New York City. 


Atlanta, Ga. 





Appleton Rubber Co., Franklin, Mass. 








Sell one 
with every 
Christmas 

Tree Set 


y watts 110-1297 4 


ig apr y I'm gif Ry: 








Attach one of my flashing plugs to your 
own window or counter Christmas Tree 
Sets and let Flash-o-Lite speed your Christ- 
mas sales. 


Cartons of this new type of flasher—for 
either 60 or 100 watt, packed ten in, are 
ready now for immediate shipment. 


FLASI-O LITE, 


o. INCORPORATED U.S.A 








1395 Sedgwick Ave., New York, N. Y. 























December, 1925 ELECTRICAL MERCHANDISING 95 


\Man oe BLE 
IRING L/EVICES 
BE LOYAL TO ROYAL SOCKETS 


INTERCHANGEABLE 
THEY ARE S282 


LICENSED 






























They employ a familiar construction, 
but give unmistakable evidence of 
that nicety of manufacture and per- 
fection of finish that have distin- 
guished all Weber goods for more 
than fifteen years. 


And thé Line Is Complete 





7 Socket Bodies 
8 Switch and Rosette Bodies 
20 Caps 19 Bases 









“Royal” 
Pull Socket 





HENRY D. SEARS 


General Sales Agent 
8O BOYLSTON STREET 


Boston ll, MASSACHUSETTS 


District Sales Representatives in 
New York Philadelphia Detroit Chicago 
San Francisco Los Angeles 
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Make the most of the year’s greatest 


selling period 


You should make the most of the Holiday 
season by showing Anylite Regulators and 
plugs prominently. 

Buying of electrical gifts will be carried on 
with great fervor. Every appliance should 
have an Anylite Plug to make it more con- 
venient. 

These lustrous, ebony-like plugs are the strong- 
est and most durable plugs on the market. 
They are also the lowest priced plugs on a 
strict price-maintenance policy. This protects 
your profits and insures satisfied customers. 


Now is the time to order from 











your jobber or from us. 


Anylite Electric Co. 


Fort Wayne, Indiana 
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; FOR SALE 
(4 e samme: 
oe” JOBBERS 
oe. pe 
Skin wires, 
twist together, 
cut off 2 inch 
| from insulation, 7 
| ”) Screw on Ideal 
2 Connector. 
Free Sample 





Clip out this ad, fill in below—MAIL NOW 





ideal Commutator Dresser Co., 
1037 Park Ave., Sycamore, Ill. 
rentlemen: 


lease send me samples of Ideal Wire Connectors, 
(Jasper Patent Pending.) 


os 





















i . 
























| i 
DE AL- The One Piccep ih 


Connectors 


i 


3] 
¢ 





ait ° 





MACHINE SCREWS 
SCREW MACHINE 
PRODUCTS 


Wire Forming 
Light Metal Stampings 


WARNER BROTHERS COMPANY 
Metal Department 
BRIDGEPORT, CONN. 











PUT YOUR WIRES ON THE SURFACE WITH 


THE WIREMAN’S FRIEND 











we 
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PARAMOUNT'S 


RADIO_Shipments reach you 
) —— © with the e poee of 1 the 




























winged messenger. 


Paramount’s shipments of radio supplies always 
reach you on time because they always leave on time. 
Our organization is keyed to speedy, accurate serv- 
ice. If you want what you want, when you want it, 


Order From PARAMOUNT 


The most complete stock of standard, nationally adver- 
tised, fastest-selling merchandise in the country, under 
one roof. 


Accuratune Bruno Hot Point Perley 

Acme Cardwell Howard Premier 

All American Carter Jefferson R.& W. 
Amsco Claratone Jewell Rt A, 

Apco Cunningham Jones Multi-Plug — Remler 

Apex Cutler-Hammer Karas Saal 

Apollo Deresnadyne Kellogg Silver-Marshall 
Appolodyne Eby King Steinite 

Atlas Erla Kismet ‘Vhordarson 
Baldwin Eveready Kodel Vhorola 
Balkite E-Z ‘Tube Kurz Kasch ‘Tungar 

Belden Frost Majestic Unity 
Benjamin Gee-Haw Marco Univernier 
Bradley General Instrument Mathiesen Utah 

Brandes Gold Seal Morrison Valley Electric 
Bremer- Tully Hemco National Carton Walbert 


In addition to radio supplies, we distribute nationally known electrical merchandise 


We sell exclusively to recognized dealers. 


PARAMOUNT 
ELECTRICAL SUPPLY CO. 


160-A W. Lake St., CHICAGO, ILL. 


Have you a Paramount Catalogue on your desk? 


Mail this coupon now! 
ee 


PARAMOUNT ELECTRICAL SUPPLY CO., 
160-A W. Lake St., Chicago, Hl. 


Gentlemen: Please send me—free of charge—your 
‘complete Radio Catalog and put me on your mailing 
‘ist for regular visits from Parry Mount", The 
Paramount Salesman. 

Name 


Address .... 
estas at 
State 


i 
i 
i 
i 
i 
i 
a 
4 
y 


eee eee eee eee 
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HUBBELL TWIN TE-TAP 
“Two Outlets From One” 
No. 7035 





HUBBELL 
TRIPLEX TE-CAP 
“Three Outlets From One” 
No. 6290 





HUBBELL TE-CAP 


“Cord Cap and Outlet 
Combined” 


No. 6772 





HUBBELL 
TRIPLEX TABLE-TAP 
“Brings Electricity to the 
Table” 


No. 6900 


HUBBELI 
SIGNALITE 
“The Red 
Light Warns 
When the 
Current Is On” 


No. 6109 





HUBBELL 
CURRENT 
TE-TAP 
“Pull Socket 
and Conven- 
tence Outlet 
Combined”’ 


No. $190 






Gs 0004 eS 


HUBBELL 
BAKELITE 
ATTACH- 
MENT PLUG 
Durable; at- 
tractive; made 





7 


of 100% gen- 
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7 New Hubbell Selling Helps 


Hubbell Devices shown now regularly shipped 
in attractive display containers 


Out where people can see them—that’s 
where these Hubbell Devices belong. 
Every one is an “electrical convenience” 
of obvious utility. 


To show them is to sell them. 


So now we ship them regularly in the at- 
tractive display containers illustrated— 
all ready for your counter and window. 








Ask your jobber about these efficient 
selling displays. Put 
them on the job in 
your store now—get 
your full share of 


profitable Hubbell 
Christmas-time busi- 
ness. 


HARVEY HUBBELL 


ELECTRICAL WIRING DEVICES 
BRIOGEPORT CONN. U.S A 
NEW YORK. NY CHICAGO. ILL 








Bakelite. 


No. 9000 
\ 


wine 




















December, 1925 


ELECTRICAL MERCHANDISING 






































FOR “TUMBLER” REQUIREMENTS: 


NO. 8601 SQUARE 


Has the famous feature of the 
Balanced Movement; puts the user 
in touch with quality he can feel. 
Most quiet, easy-throw mechanism 
in any Tumbler; most positive 
action. Exclusive in looks and in 
“‘works’’, but competitive-priced. 


FOR GREAT SERVICE-LIFE: 


2081’? PUSH SWITCH 


The ‘‘Old Reliable’ for quiet, 
enduring service. Buttons press 
with an even tension; no more 
resistance near the end of the 
stroke than at the beginning. No 
jar as the contacts meet. Maximum 
value at medium price. 


HeH Flush Switches—Up Front 


FOR THE COSTLY EDIFICE: 


“GOLD STAR” PUSH 


For de /uxe jobs needing every 
refinement of fine artisanship. 
Works with the lightest of touch 
and complete lack of jar. Called 
“Silver Star’? when ordered with 
luminous push-button. 


FOR SHALLOW PARTITION WORK: 


“NUTMEG” 4401-S. 


Leading all switches in number 
installed; leading all competitive- 
price switches in sturdiness. Good 
enough so your lowest-bid jobs 
may safely be judged by theswitches. 
Refer to “Catalogue R’’—so you'll 


Always Install Good Switches 


Makers of Electric Switches since 1891. 


h 
& 


_ 


THE HART & HEGEMAN MFa.Co. HARTFORD, CONN. 
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Bionass. STAMPINGS © 


for 


Electrical and 
Radio 
Manufacturers 


Specializing in 





CUPS 
SHELLS 
FERRULES 


LUGS 
TERMINALS 
FUSE PARTS 


Adequate Facilities for 





Complete Assemblies 


Daylight Factory—Modern Equipment 


rower ‘ ™“ y rm 
PATTON-MACGUYER Co. 
Baker St. and Virginia Ave. 
PROVIDENCE, R. I. 


MTT 





PMT CCE CELL L CLA ELL 


gon Americas Pioneer 
am Electricale-Radio 
MEV EO ee Clmayinyy 


for Immediate 
Service 
on your Last Minute 
Holiday Requirements 


Radio Sets and Parts — ‘lable, Floor, Desk 
and Novelty Lamps—FElectric ‘T'rains—Heat- 
ing Appliances—Xmas Tree Lighting Sets— 
Fixture and Electrical Supplies. 


DECEMBER (Q-QPMONTHLY 


Just Out 
Pages of Best Sellers. 
Get your copy now. 
ins Free fF ff f ft if 


(o.operativeFlectrical Supply Hous 


120°N. Union St. 110 Mércer St. 
Chicago, II. New York,city 








TOTO 





Dr TT 





c 


went 





Household 
Appliances 


Look at the 
Gears! 


Perkins Appliance Co. 
4 Birnie Avenue, Springfield, Mass. 


i I TELL 
TT LELLEL ULL TLL MTT CLL TOU LUCUCLELLEL LULL LLL ' 
TEE iain t 


Fenn 





PURDUE 
















DISTRIBUTORS OF 
Radio Apparatus 


















Radion Frost Howard 
Cunningham Dubilier Allen-Bradley 
Balkite Benjamin Erla 

Brandes Rasla Signal 
Remler Carter Gould 
All-American Premier Bremer-Tully 


Electrical Supplies 


Benjamin Dim-a-Lite 


Appleton Fittings 
Hold-Heet Inland Glass 


Sun-Burst Fixtures 


Duraduct Wadsworth National Products 
Burgess Am. Beauty Standard Switches 
Jefferson Liberty Stoves Bee-Vac Cleaners 


Simplex Master Motors Pittsburgh Reflectors 


and Many Other 
Nationally Known Products 






Dealers:—Write for a FREE copy ot 

“HARRY ALTER’S POCKETBOOK,” 

the convenient-to-carry Buying Guide 
listing over 2,500 items. 


The Harry Alter Co. 


ELECTRICAL“ RADIO SUPPLIES 


Ogden at Carroll Ave. 


CHICAGO ILL. 
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Interchangeable 
Plug System 


This system enables you to begin with any of the following combinations 
and later on make a change by simply removing the plate and inserting 
an Interchangeable Mechanism, all of which can be done at any time by | 
any one without mechanical skill and without disturbing a wire. | 





ad 


Contact Box 








This remarkable device is easily 
Installed and wired up double pole 3—Receptacle Plug 
1—Push Button Switch so as to take the various Inter ; 


changeable Mechanisms shown below 








2—Lock Plug Mechanism 


ra 





If after installing either of the 
mechanism switches shown in Ll and 


2, a plug device is needed for 
a portable lamp. vacuum eleaner 





If a push button switch only 









































aie : i a ‘te 3 > ere west 
5 ee gr agp on oe If it is desirable not to have everyone “+t _this type of Interchangeable 
in the Contact Box operating a switch this Interchangeable Pfnirgoesrage 9 can be inserted in’ the 
; a Mechanism can be installed and oper ontact Box just as simply as one 
ated only by a key. can insert a fuse plug 
v Y 
4—Double Plug All of these features will 5—Combination Switch and Receptacle 


appeal to the discrimi- 
nating architect or owner 
who wants the advan- 
tages of Interchangeable 
Detachable mechanism. 





In successful use _ for 
many years in fine resi- 











dences and important 
a instead of any of the buildings. Possibly later on you may want all the above 
a aa tae eae combinations including two plugs for port 
{ ave . ae af oti able lights and switch device to control cir 
| for portables, use this com- Send for Special Bulletin 13 cuit. (You may have this combin yh with 
' bination. one plug if desired.) 




















Trade 














\ NG “ 


14th Street and Boulevard, Long Island City, N. Y. 
R. B. Corey Company, Inc., Sales Agents 
100 East 45th Street, New York City 

















The Perfection 


Perfection 
6547 ST. PAUL AVENUE, 
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145. List 


A strong statement, but a statement that means just what it says. Investigation 
of the new Perfection Jroner will bear it out. 
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Nowhere else will you find the same revolutionary features, the same sales 
appeal, at any price. So, when we offer you the Perfection Ironer at $145.00 list 
we are indeed giving competition a mark to shoot at—and dealers a machine to 


abide by. 


The ironer that is most satisfactory from the standpoint of the housewife, the one 
that has the most readily saleable features, is the most profitable to the dealer. It is the 
ironer that sells. 


‘The Perfection Ironer, from the users standpoint is the finest electric ironer on the 
market. ‘These features and the way the machine is built, give it an irresistible 
sales appeal. 

1. Full Open End. 

. Full Floating Shoe, giving perfect contact with roll and even pressure 
from end to end. 
3. 27-in. Roll. 


4. Foot or hand trip. When used as a press, shoe operates independently 


of roll. 


bo 


5. Motor direct connected. 

6. Oilless bearings throughout. 

7. All moving parts enclosed. 

8. Absolutely safe. 

9. Noiseless and Vibrationless. 

10. Cast iron shoe, copper and nickel plated. Holds the heat. 
11. Heating element guaranteed for two years. 
12. Polished aluminum table. 

13. Duco finish. 

14. Big casters. Easy to move. 

15. List price—$145.00. 


All of these features that win approval from housewives, help move Perfection 
Jroners from your showroom floor. Each one is a real sales point and can be profit- 
ably used. 


Somebody in your town is going to sell Perfection Ironers and cash in on its pos- 
sibilities. You should know about it first. 


We Want Dealers! 
Write for Territory 


lroner 2222 
Appliance Co.., 


) DETROIT, MICHIGAN 





by 











aed 
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Gold Seal “Big Boy”’ 
Reversible Toaster 
LIST PRICK, $3.50 


West of Rockies, 


eo 


Gold Seal Ever Ready 


. Soldering Iron 


$3.45 








List Price, $1.00 
West of 


Rockies, $1.05. 


Gold Seal 
Taper 
Spout 

Percolator 

LIST PRICE, 
$5.00 


West of Rockies, 
$5.50 















Gold Seal Boudoir Curling 


Iron 


LIST PRICE, $1.00 
West of Rockies, $1.05 


The Urn Type 
Percolator 


List Price, $6.50 
West of Rockies, $7.00 
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iow Is The 


Splay 








The Duplex” Transformer Type AB Battery Charger 


List | 
Price 


6 









.00 


West of Rockies 
$7.00 


without tube 








(We assist you 
io procure tubes ) 


‘The most easily sold charger on the market is the “Duplex”? Transformer 
‘Type. The low price and the well-known Gold Seal two-year unconditional 
yuarantee makes too good a proposition to have to worry about competition 
or satisfaction. 

Order a small stock of “Duplex” chargers now and give them good window 
or counter display space, with the price showing prominently. They will 
prove how readily they “take” with radio users, and with what little effort 
they make money for you. 

Order from the nearest Gold Seal jobber. Or, if you do not know him, write 
us your requirements and we will have the Gold Seal jobber ship at once. 


Every Gold Seal Appliance is unconditionally guaranteed for two years. 





Oversize 
Bowl Heater 


List Price, $5.00 
West of Rockies, $6.00 


Extra Nichrome 
Elements for all 
Heaters 


LIST PRICE, 60 Cents 
West of Rockies, 65 Cents 





cf 


Smoothing Iron 


Price to be announced 





List 


later 














eo 
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Sell 








and Thermostatically Controlled Heatmg Pads- 
List Price, $5.00 Rosse 


Triple Heat 


$5.20 
Single heat 
$3.00 
West of 
Rockies 
$3.20 








‘Thermostatically controlled, of excellent quality, and with the usual Gold 
Seal low price, Gold Seal Heating Pads are a ready selling, profitable winter- 
time item that every good dealer should feature during the cold months. 

‘There is a sure profit-opportunity in Gold Seal Heating Pads during the next 
few months, if they are given reasonable display and sales effort. Do not 


miss it. Order now from the nearest Gold Seal jobber, or place your inquiry 
direct with us and we will turn it over to the nearest jobber. 


Every Gold Seal heating appliance has a Nichrome element 


and is unconditionally guaranteed for two years. 


The Gold Seal Electric Co. 
Gold Seal Appliances 


2110-2112 Woodland Ave. 
CLEVELAND, OHIO 


Export Dept.: 
130 W. 42nd St., New York City 


Easiest Selling - Most Profitable: 



















Full 
Size 
Waffle 


Iron 
List Price, 
$6.00 
West of 
Rockies, 

$6.75 





Gold Seal Curling Iron Heater 
LIST PRICE, $2.50 
West of Rockies, $2.75 
Professional Size, $3.00 
West of Rockies, $3.25 





Gold Seal Hot Plate 
List Price, $2.00 
West of Rockies, $2.20 





Featherweight Curling Iron 
List Price, $1.50 
West of Rockies, $1.60 





Gold Seal Marcel Waver 
Kegular Model, List Price, $2.50 
West of Rockies, $2.60 
DeLuxe Model, $3.00 
West of Rockies, $3.10 





Gold Seal Double Hot Plate 


List Price, $4.00 
West of Rockies, $1.50 


Gold Seal 
8-cup 
Percolator 
LIST PRICE, 

$1.00 






West of Rockies, 
$1.50 


10-Cup 
Percolator 
LIST PRICE, 
$4.50 


: West of Rockies. 
ry ie 
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Complete Sets 


Stand, Paste and Solder 
in display carton. $1.75 
to $3.00 List Price. Mail 

sample order today. All irons hain cord 


DOEUCLULELLLCLECLLLLLELLLLLLLLL ELLE bal 






1. Never-slip handle construction. Ss 
2. Three interchengeable copper points. 


3. An unbreakable heating element guaranteed for one year. 


Chapman Manufacturing Co., Terryville, Conn. 











TUTTLE A 4 


2-Plex Tape 


_ (the 2 Tapes in 1) 


DOES 


Cut TIME in two 
2-Plex Tape 





has special high-grade heat-tested insulating rubber on one 
side and non-drying friction surface on the other side. ONE 
wrapping, NOT TWO, completes a safe job. 


Order from your jobber or send for generous size free sample. 


Holfast Rubber Co., Atlanta, Ga. 














H. M. Fredericks Co., Lock Haven, Pa. 


Armature Winding Specialists 


springs. Regular discounts—circulars. 
Radio Mailing List 
20099 Retail Radio Dealers............... Per M $ 7.50 
Zo RAN IVANED 6 cass oes dow wliiornp ince ae oreae Per List 20.00 
2530 Radio Supply Jobbers............ 20.00 
1553 Radio Supply Jobbers rated $5000 
a En Sen are ee “95.00 
1054 Radio Supply Jobbers rated $50,000 
BEOID Ste cai wcll eeitsuies ce wie eo 000 
$86 Mfrs. making complete sets........  ® -7110500 
and 50 other Radio Lists, U. S. and Foreign countries. 
Ask for detailed price list, guaranteed 98% correct. 
A. F. Williams, List Dept. 
166 W. Adams St., Chicago 
: Highest Quality Armature 
: and Stator Winding 
= Y% H.P. Washing Machine Motors, any make, 
2 ND kU iicagakesn eadel age VatneedicseGe $6.00 net. 
= All Types Vacuum Cleaner Armatures, re- 
SL ee eee $3.50 net. 


SUEGEREDNDORGROEDY 


Campbell Household Electric 
Polishing Machine 


Which car. be quickly changed 
into a sanding machine. Espe- 
cially designed for those who 
have a small amount of sand- 
ing’and polishing todo. Oper- 
ated by a 40 degrees %4 H.P. 
General Electric motor through 
a Morse silent chain drive and 
ball bearings. Equipped with 
a6-inchsandingdrum. Weighs 


45 lbs. Small cost. 
Write for prices and further 
information. 





CAMPBELL MACHINE CO. 


WOLLASTON, MASS. 








STORE FIXTURES 


= 58 Distinctly Separate Units 58 (Extensible) 


ALOE LLL Lb 


Display cases, show cases, 
counters, shelving. 


i Complete 
Equipment 
for Electrical and 
Radio Stores. 

y W. Fred McLean 
Y 457 Washington Ave. 
Kok: « Long Island City, N. Y. 
yw Telephone Astoria 4300 


QUICK DELIVERY 
TERMS TO SUIT 












































ST TELLER 





AD. LAST 
MONTH? 
LOOK FOR 





Fibro Products Co., New Bedford, Mass. 











PULL 


us 














SONOUOEDDVENSUOOUDEETOGEEESAGUAU GAOT EEOD NEED OED 


Only reliable products can be 
continuously advertised 
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a 3 Le every sales clerk was stir- 
en ee oe ring—taking inventory 
ee eee ae Ke 
At this after-Christmas time 
on eee 2 EL more than at any other period in 
et . i Piss the year, inventory brings out most 
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ie 
ae 7 How the Western Electric plan | 
speeds up turnover and 


cuts down inventory 


‘The whole secret of turnover, experts tell us, is not to over- 
stock. Under the Western Electric plan there is no tempta- 
tion to overstock on any one appliance for the sake of earning 
a better discount, because Western Electric allows you tne 
better discount on assorted order. 


For example, if you want to earn the two-washer discount 
you can do it on an order for one Western Electric washer 
and one Western Electric vacuum sweeper. And so on, 
with various combinations in the Western Electric line. 
That is the Western Electric plan. It carries with it the 
privilege of assorting appliances to secure a lower cost on 
each. It enables our dealers to reduce their investment and 
increase their turnover. 


The Western Electric plan is only one feature of the 
Western Electric system for taking buying burdens from 
the dealer’s shoulders. At nearby warehouses—well stocked 
for quick delivery—are merchandise reserves that cut down 
over-large investments for the dealer. 

Another advantage of tying up with the complete Western 
Electric line is the good-will which each of these dependable 
appliances builds up with your customers—paving the way 
for selling the next Western Electric appliance. 


Any sound merchandising plan must rest upon 


good merchandise. These five appliances are 
typical of the Western Electric line—built to a 
standard that will give your business a reputa- 
tion for quality merchandise. 


Western Electric 


QUALITY ELECTRICAL SUPPLIES 


OFFICES IN 54 PRINCIPAL CITIES 


\ 
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Guaranteed a Lifetime... . 


The Electric Vac-Mop for suction cleaning hardwood floors is an 
exclusive Sweeper-Vac feature building sales for Sweeper-Vac 
Dealers. Now, to further promote sales and increase good-will on 
the part of the public to dealers, the M.S. Wright Company exclusive 
among all manufacturers extends a Lifetime Guarantee with every 
Sweeper-Vac. You will want to know of this progressive feature— 
ask us to describe it and our Resale Plan of Selling. 


} The Oldest of all Present-Day i 
Manutacturers of Vacuum Cleaners 


a 
eVvVvevwe 











e@ /\_®@ 





Manufacturers of the Sweeper-Vac at Worcester, Mass. 


“\ 






















FROST 


During the winter, despite its 
cruel sting, the frost to the 
farmer is a friend, in retaining 
the moisture content of the soil. 
As spring comes on it is again a 
friend, in loosening the soil, by 
alternate thawing and freezing. 


But the same frost is a1 enemy, 
when it blows its icy breath on 
the young, tender plants, chill- 
ing the life out of them. 








So, to man and plant, frost 
is a friendly enemy. 
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The Cheery Glow! 


Cu ILLY corners become cozy nooks under the cheery glow 


of an electric radiant heater. 


And that cheery glow comes from a gleaming coil of 
CHROMEL wire, the wire that created the electric 
heating industry. CHROMEL made electric heat 
possible for the home because it was the first-discovered 
alloy that wouldn’t quickly burn out. 


CHROMEL elements are durable because they suc- 
cessfully combat their friendly enemy, Oxygen. Oxygen 
of course is a friend to us all, but it is also an enemy in 
causing all metal things to rust, and heating elements 
finally to wear out. But with the discovery of 


CHROMEL, oxygen met its match. 


CHROMEL, like all other metals, does rust, but the 
rust is very thin, and clings so tightly to the wire, that the 
oxygen virtually cannot get through it, and consequently 
CHROMEL units are durable and tough. And devices 
using CHROMEL give long satisfactory service to 
pleased customers. They also minimize your service 


problem, and therefore add to your profit. It pays to 
sell heating devices equipped with CHROMEL. 


Send for a copy of ‘‘The Friendly Enemy”’ which tells 
about CHROMEL in a way to be of help to your Sales 
people. 


Hoskins Manufacturing Company, Detroit, Mich. 
4433 Lawton Avenue 


New York Chicago Cleveland 
Grand Central Terminal Otis Building Leader News Building 
Boston San Francisco 
Park Square Building 1151 Market Street 


CANADIAN REPRESENTATIVES 
Hiram Walker & Sons Metal Products, Limited, . . Walkerville, Ontario 
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—high quality 
resistance wire 
for the electrical industry 


~ 







With but 


a 
single 


thought 











The Driver-Harris Company 
plant at Harrison, N. J. 


The Electrical Alloy 
# Division plant at 
Morristown, N. J. 





Now under one name 
—and address 


DRIVER~HARRIS COMPANY 


HARRISON, NEw JERSEY 


Chicago ~ Detroit - 5 - England - France 
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tre: 


Alectric Cleaner 





Youre yusto 
themselves help close the % | 





That feeling of a sale about to be closed 
is frequently enjoyed by the Torrington 
dealer as a spectator. The Torrington 
makes its own friends out in the homes of 
owners who, in turn, bring business to the 
dealer—a class of business naturally which 
is easy to please because the merchandise 
has already done the pleasing. 
































The Torrington factory to retail dealer 
selling plan adds to the desirability of 
carrying a Torrington stock. 


The Torrington line serves all wants for 
Household Vacuum Cleaning Equipment 
without forcing the dealer to sell one design 
or lose the sale entirely. The two prac- 
tical Torrington models supply the desired 
variety with little investment. @ 





MODEL “D" 

















‘The ‘TORRINGTON COMPANY CLEANS BY 
@leaner “Division AIR ALONE y 
‘Torrington ---- Connecticut *¥ 
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) Think of having a Vacuum Cleaner 
1. thar you never need to Oil! 


) Me If you could honestly say that to a 

Wy customer, and then add “Here is sucha 
) machine’’— what a big sales help it 
would be, wouldn’t it ? 






For no woman (and it is the women 
who buy and use cleaners) wants to be 
bothered with the “‘mussy” oil can. 
Yet nothing more quickly cuts down a 
cleaner’s usefulness, wears it out, and 
sends it back for you to “‘service’’ — 


than failure to oil it frequently with the 
right kind of oil. | 


Now this nuisance of repeated (and too often forgotten) oiling has been eliminated 
from the three vacuum cleaners named below — because their motors have ‘‘Norma’’ 


Precision Ball Bearings. 
Brevuo, Geille Pscptise 











NEW HOME 


Bissell Motor Co., Toledo, O. Clements Mfg. Co., Ltd., Toronto, Can. Electric Vacuum Cleaner Co., Cleveland, O. 
Their shafts turn in cup-mounted, lubricant- There are other important advantages, too — 
packed, non-leaking ‘““Norma” Ball Bearings _ big sales helps — in these ‘‘Norma’’ equipped 
with a magazine of lubricant sufficient for vacuum cleaners. They’re always ready to 
months or even years of ordinary running, use —they’re clean, because there’s no oil 
without renewal. And these are the very same drip — they have a stronger, steadier suction 
bearings that for over 10 years have been the — they use less current for the work they do — 
standards in the high grade magnetos and they do not gradually slow up, finally stop, 
lighting generators used on motor cars, trucks, and maybe blow a fuse. They cost less to run, 
airplanes, power boats, etc. That shows how last longer, do more and better work, keep 
dependable ‘‘Norma”’ Ball Bearings are. out of the repair shop. 


And remember that the same advantages 
hold good with ‘‘Norma”’ equipped fractional 
h.p. motors used in washing machines, ironers, 
and other motored utilities. 


Think What This Means to You, Mr. Dealer, 


In Lower Servicing Expense and Increased Profits 
On these Ball Bearing Cleaners 


Stamfyrd—- Cynnecticut 
PRECISION BALL,RYLLER AND THRUST BEARINGS. 
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ATWATER KENT! 


HEN those belated Christmas 
V V shoppers rush into your store to 
buy Atwater Kent Radio, what are 
you going to tell them? 

Are vou going to shake vour head 
and say, “Sorry—we’re sold out”? 
Or will you, instead, pick up your 
sales-book and answer, “Certainly, 
we made provision for last minute 
customers”? 

Are you prepared to collect your 
full share of Christmas prosperity ? 


. . 


You are well aware that December 
is radio’s biggest month. Reception 
is best. Programs are best. Manu- 
facturers’ lines are established. Un- 
certainty ends. The people stop put- 
ting off purchases. They swing into 
the buying mood. 

And the bulk of December buy- 
ing is Christmas buying. As surely as 
thoughts turn to Christmas, they turn 


Prices slightly’ 
higher from the 
Rockies west, 
and in Canada 





Model L, with 9’ flexible 


cord, $17 


nowadays to Radio—the perfect gift. 
And especially they turn to Atwater 
Kent Radio—the most desired of all. 

Are you ready for December? For 
Christmas? You will beifyowactnow,. 


We have planned our production 
schedule with December fully in 
mind, Every month we have met a 
demand much larger than that of the 
corresponding month last year, an’. 
at the same time we have realized 
that this Christmas demand would 
be even more extraordinary, and have 
planned accordingly. 

But even the largest radio factory 
in the world, fully manned, running 
day and night, has its limitations, Or- 


ders received wow can be filled, but if 


you delay we can guarantee nothing. 
Earnestly, we urge vouzottodelay. 
Because many of your customers 
will postpone their Christmas shop- 









Model 20 Compact, including battery 
cable, but without tubes, $80 


Model 10, including battery cable, but 
without tubes, $80 


ping until the eleventh hour there is 
all the more reason why you should 
be forehanded with yours. You won’t 
want to disappoint a single one of 
them. 

So get out your pencil and paper. 
Make your calculations. Leave a 
margin for safety. 

‘Then wire or telephone your At- 
water Kent distributor—TODAY. 


Hear the Atwater Kent Radio Artists 
every Sunday evening at 9:15 o'clock 
(Eastern Standard Time) throughstations: 


WEAF ...+ New York WCAE . Pittsburg! 
WJAR ... Providence wceco. . Minneapolis 
WHEL os is c's Boston St. Paul 

WEI ).. Philadelphia WG bce s Buffalo 
woo § alternatin Woe . Davenport 
wcaP .. Washington WAG... Worcester 
WSAL ... Cincinnati ESD we se St. Louis 

WWE ccewes Detroi 


Write for illustrated hooklet of 
Atwater Kent Radio 
ATWATER KENT MFG. COMPANY 
A. Atwater Kent, President 
4721 WISSAHICKON 


AViE., PHILADELPHIA, Pa 





Model H, with 9’ flexible 


cord, $22 
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Vacuwi “Worshwve 


What “The Action That 


Is Different” Means 


From a Service Standpoint 


Although a vacuum-cup washer with all its 
advantages, the Trojan, by reason of its exclu- 
sive action, is free from the vibration and wear 
caused by an ordinary reciprocating action. 


The Trojan principle allows a full vacuum-cup 
effect with a drive that is entirely rotary. There 
is no reversal of motion, hence no vibration and 
wear from this major cause. 


An exclusive Trojan achievement, this “action 
that is different” is largely responsible for the 
remarkable freedom from service worries that is 
the experience of Trojan dealers. 


Dealers seeking a permanently successful and 
profitable machine to sell are invited to write us 
for a full description of the Trojan and the gen- 
erous dealer arrangement offered. 


The Action That Gives Satisfaction 


Hogan-Spencer-Whitley Company 


ERIE, PENNSYLVANIA 


Vol. 34, No. 6 
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GAIN we approach that best of Holidays, 
when, through the alchemy of Christ- 


mas, self interest is transmuted into 
fellowship. 


It is at this time that we all most keenly 
realize that our own success comes largely 
through the loyalty and friendship of others— 
that, truly, he profits most who serves best. 


We shall try to express our gratitude for 
the cooperation of the past year by the even 
higher and more helpful service we have 
planned for the coming twelvemonth. 


May your share of the good things to come 
be a large one. 





HORTON MANUFACTURING COMPANY, 1024 Fry Street, Fort Wayne, Ind. 
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THE YORK 


99% of the Ironing for $99.00 





Either 
Bench 
or 
Leg 
Type 





This Iron is so simple that it can be taken care of in the Home. 


FIRST COST LAST COST 
One Lever Control. Direct Connected, No Belts, No Oiling. Ball Bearing. Portable. 
The Metal Shoe will neither spot, rust nor corrode. 

Lightest Iron Made. With Capacity Equal to Largest. 


Dealers get in on this 


Gas Heated $99.00 West of the Rockies $5.00 More Electric Heated $109.00 
LEHMANN & YORK MACHINE CO., 1026 South Adams St., Peoria, Illinois 

















———— 
——— 








BOCK centrirvGar 
EXTRACTOR 


OPENS NEW FIELDS FOR 
DEALERS 








The Bock appeals quickly to: 


Hand Laundries Sanitariums 
Hotels Apartment Houses 
Restaurants Country Homes 


Dry Cleaners Private Homes 
Hospitals 


Attractive Opportunities 
For Distributors 





Write for the story 


BOCK Laundry Machine Company, Toledo, Ohio 
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Lower Cost Per Sale 
Thru “Family Tree” Selling 


By EARL HODGE 


Hodge Electric Company 
Omaha, Nebr. 


When we sell a Woodrow Washer in a home we 
make it a point to follow up every branch of the 
“family tree” and we have sold as many as seven 
Woodrow Washers to members of one family, all 
directly related. | 


We give each user a little time to “broadcast” 
Woodrow to her close friends and relatives, and 
usually they are thoroughly sold on the machine and 
its advantages before we make an attempt to close 
them. 


This method has cut our selling costs considerably 
because it requires less of the salesman’s time with 
a greater percentage of sales than by the usual house- 
to-house canvass. Furthermore, it often precludes the 
necessity of a demonstration in the home, other than 
simply instructing the customer in the care and use 
of the machine when it is delivered. 


Woodrow Manufacturing Company 
Newton, Iowa, U. S. A. 








TS LOWER 
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A New 
Majestic 
Electric 
Heater 











id An Absolute 
MAJESTIC a Necessity for 
the Modern 


Bathroom. 








No. 20 MAJESTIC ELECTRIC HEATER 


Built flush in the wall. Always out of the 
Focus Your Sales om way. A push of the switch button and 


Anderson-Pitt’s the room is instantly flooded with pure, 


healthful heat. 
Focused Heater The demand for this type of heater is 





A new and better idea is the basis of the growing rapidly. Why not place your- 
Anderson-Pitt Heater—an idea which is selves in position to take the profits this 
rapidly making it the universal choice. business is holding out to you. 

Dealers find the Anderson-Pitt Heater i 

sells faster and with less effort, and that Majestic Elec. Development Co. 
customers are better pleased with its sim- 1705 Allegheny Ave., Philadelphia, Pa. 








ple but substantial principles. 























An Entirely New Principle 
in Heater Construction 


The scientifically designed heating element is placed in 
just the right position in relation to the parabolic 
reflector to concentrate or “focus” the heat rays to 
greatest practicable intensity, and distribute them 
over a wide area. Enough to cover three people. No 
current is wasted—all the electrical energy is con- 
verted into heat and evenly dispersed. 





All the coils face the reflector, and are located within 
its ‘‘focal plane’’ where the heat rays are caught and 
radiated, hence, back of reflector never gets hot. 
Heaters having elements which screw into center of 
reflector are inefficient because the source of heat is 
outside, or behind the focal plane, and only a small 
portion of the heat generated is thrown out into the 
room. 


















DEALERS: —Get into the 
“focal plane” of bigger busi- 
ness—focus your sales effort 
on “focused heat”—and reap 
the big profits. Write today 
for detailed description and 
attractive sales proposition. 














A sales appeal unlike anything else in the field 


The “Dawn” gives you a sales appeal that is unlike anything 
else in the field. An appeal that sells where no other washer 
can be sold. It’s demonstration is unique. 


The “Dawn” is the only utility washer produced. It fits into 
the stationary tubs 


——washes and wrings the clothes —sharpens knives 
—polishes the silver —freezes ice cream, etc. 


If you have a selling crew this is an exceptional opportunity, 
as proved by four years of selling. 


Write for particulars—if you have a house-to-house sales crew or will 
organize one with our help 


Ky DAWN MANUFACTURING CO., Stratford, Conn. 
Cind won WC 


The Anderson-Pitt Corporation 


Kansas City, Missouri 


>. 
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The “band-wagon” method of tem- 
porarily forcing sales, with a great 
hullabaloo and many hurrahs, has 
never been used by Prima. It has 
never been necessary. 


Consistency of sales, a steady prog- 
ress, yesterday, today, tomorrow, the 
next day, has made Prima attractive 
to dealers. That’s why Prima 
dealers stick. They make money— 
consistently. 


The absence of frills, the fundamen- 
tal simplicity of the Prima construc- 
tion, the near-absence of service 
expense, and the really worth-while 
features have made Prima a regular, 
consistent seller, that turns in a 
steady profit to the dealer. 


If you are the right kind of dealer, we 
want to send you some Prima Facts that 
will point the way to year-after-year 
washer profits. 








The NEVERCRUSH Wringer 


positively cannot break or tear off buttons. 


An entire hand can be run through the rolls 
without injury. 


The NEVERCRUSH is the only wringer that will 
take heavy and light pieces at the same time and 
wring both thoroughly and uniformly dry. There 
are no tension screws, springs, or involved mech- 
anisms. Nothing to wear out. Nothing to get 
out of order. It carries a heretofore unheard of 
guarantee of 750 hours continuous operation, 














The Buckeye-Prima Co. 


SIDNEY, OHIO 





Consistency— 
is the road to 


washer pro 


fits 


3 





‘BEVERCRUSH’ 


»| 
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The Tub of Douglas Fir 


Prima’s Tub is Douglas Fir, because we 
know it to be the best. It keeps the water 
hot longer. It is remarkably resistant to 
decay. It will not swell; neither will it 
shrink nor warp. No scum clings to the 
wood, it is absolutely sanitary and very easy 
to keep clean. It is air and water tight. 
And there is no mechanical device to wear 


or tear the clothes. 
Prima’s Tub of Douglas Fir is guaranteed for ten 
years of service, 
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‘Stop that 
Profit Leak / 




















\1 bx ELECTRIC WASHING 





MACHING 











The New APEX 


with direct transmission drive 


Convert your walkouts into 


sales! 


Here’s the machine 


that will do it because— 


Your prospect cannot find one like it at your 


competitors, 


They return to your store to buy. 


Clinch the sale with arguments based on these 
dominating features of the New Direct Drive 


Model Apex. 


1.Full dust-tight Cabinet 
keeps machine clean and 
sanitary between washdays. 
2. Absolutely safe around 
women and children, 

3. Dead air space around tub 
keeps wash water hot longer. 
4. Quiet as a whisper—noise- 
legs operation. 

&. Nothing to lift out, noth- 
ing to put back. 
6. Easiest to 


clean—self 
cleansing tub. 


7. No machinery in tub, noth- 
ing to draw or pull the 
clothes. 

8. Turbulent water action— 
all water in tub in action all 
the time—no dead spots — 
greatest speed and capacity 
nine sheets. 

8. Will wash one baby’s dress 
with a pail full of hot water 
or nine sheets when fully 
loaded. 

10. Unsurpassed mechanical 
perfection will last life time. 


Living discounts to dealers in sensible quantities. 
Information without obligation. 





" 








SPECIAL SHIPPING SERVICE FOR XMAS 


We can make immediate shipments so that you can fill all 
Holiday orders for Apex Electric Washing Machines. 





L 


APEX PRODUCTS COMPANY 


6463-67 East Ravenswood Ave. 
CHICAGO 


Sole manufacturers of famous Apex Electric Washer and Apex 


Service Supply Parts. 





y, 
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This Reinforced Box 
for Canners is a sample 
of what we can 
do for you 


The patented construction of the 
Reinforced Corrugated Case, 
illustrated above, adds 55% to its 
carrying strength. This is one of 
many reasons why many of the 
largest shippers continue to use 
our shipping containers year 
after year. 


We can serve your needs equally 
well. Our big production facilities 
—500 tons a day—enable us to 
meet any shipping schedule on 
orders of any size. 


Five railroads, including four trunk 
line railroads having direct routes 
and service schedules to all points 
in the east and middle west, give 
us excellent shipping facilities 
out of Monroe. 


Write Department :“&’’ for interesting 
prices. Our trained package designer will 
gladly build samples to fit your goods. 


CONSOLIDATED PAPER COMPANY 


MONROE, MICHIGAN 
Branch Sales Offices 


BALTIMORE CHICAGO KANSAS CITY 
502 Garrett Bidg. Room 462 Wrigley Bldg. 1401 E. 76th St. Terrace 
BOSTON CLEVELAND NEW YORK 
80 Boylston Street R-808 Prospect, 4th Bldg. 39 Cortlandt Street 
BUFFALO INDIANAPOLIS GLENDFIELD, PA. 


811 White Bldg. 508 Fidelity Trust Bldg. A Suburb of Pittsburgh 
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NEXT Montu! 


a New Washing Machine 


(will be a winner) 





a New Sales Plan 
(very helpful) 


*New Guarantee 


Something Revolutionary 
that will make the 
Automatic Exclusive Agency 
much more valuable 





AUTOMATIC ELECTRIC WASHER CO. 
125 West Third Street Newton, Iowa 











. | Worth 
AutoMatic — 
wasn ronens 



















°240 


Type B (for apart- 
ment). — 64% 
inches high, 36 
inches wide, 21 
inches deep. Ca- 
pacity 5% cu.ft 
storage space. 


Type A 


(for 
household) — 
Price $275 — 
Dimensions, 60% 
inches high, 37 % 


inches deep. Ca- 
pacity 6% cu. ft. 
storage space. 













Self-defrosting No brine tank to clog up 
—no valves to stick, or 
belt to slip or break. 


Automatic Refrigeration 


The last word in simplified 
construction. 


No reciprocating parts. 


control. 
Pump has only two moving’ Silent and unfailingly de- 
parts. pendable operation. 





\ 


a 
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FlectriGé 


Low-priced—and 
the most salable 
system of electric 
refrigeration 


Now, with this moderately priced 
electric refrigerator, you can sell 
electric refrigeration to every home 
Owner or apartment user. Learn 
inches wide, 21 about the distinctive operating fea- 
tures shown at the left—every one a 
real selling feature. 


The ElectrICE Partial Payment 
Plan will interest you. It helps to 
sell and relieves you of the financing. 
Write for our plan and specifications. 


ELECTRICE CORPORATION 


120 Broadway, New York 








MILLE eM PRIN UPeM ii) 





























































| Longer Ranges with 
Anaconda Antenna Wire 


Range in radio reception depends as much on the 
conductivity of the antenna as on the sensitiveness of 
the set. Anaconda Antenna Wire is especially made 
to give the highest possible conductivity. 

It has the strength required by the Board of Fire 
Underwriters and the ductility necessary to insure 
easy bending and workability. Supplied in long and 
short lengths to meet any dealer requirement. 








How it is Supplied How it is Packed and Shipped 
Anaconda single cop- Anaconda antenna wire, 
per wire, tinned or untin- ‘%ingleorstranded,isshipped 
ned, No.14 and other sizes. either on wooden reels hold- 


A 4 ing 25,75, 100 or 200 pounds or 
Anacondastrandedcopper in cartons containing coils 
wire, seven strands of No.22 of 100 or 200 feet. 


B.&S. gauge. Anaconda antennawireal- 
Anaconda silicon bronze ways bears the Anaconda 

wire, seven strands 18B.&S. trademark—a guarantee of 

gauge. quality and dependability. 


ANACONDA COPPER MINING Co. 
THEAMERICAN BRASSCOMPANY 


Wire Sales Division: 
| General Offices. 25 Broadway,N.Y. Western Offices: Conway Bldg., Chicago 




















Collapso is 
All-Steel, rein- 
forced, alumi- 
num _ painted, 
holds twice its 
capacity of two 
tubs of water. 
Folds into a 
space of 4 x 27 
inches and 
weighs only 19 
pounds. 


THE CELINA MANUFACTURING CO. 








Every woman wants a Collapso Bench 
the moment she sees it and it costs you so 
little you can afford to give it away to 
help increase your washing machine sales. 


Sell Collapso too—put one on display and 
see what handsome easy profits they will 
bring you. Collapso fills a long felt. wash 
day need in every home that women are 
quick to see—and their trim, sturdy ap- 
pearance and low price make them fast 
sellers. 


Prove this to yourself at our expense. 
We have a free trial offer that will interest 
you. Write for it—today. 


CELINA, OHIO 
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This is the device that on sheer merit put electric heat in 
87 apartment houses— 


SM MMMM mT 
| | a ie 
Let us help 
| 
you get these 
installations 
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Heet-Feet Electric Registers 


These registers hold a record for swinging sales purely on their out- 
standing merit. 


Whether for such uses as in bath rooms and sun porches, or for 
complete residential and apartment house installations, this sys- 
tem of electric heating stands out as most thorough and 
efficient. Made in two standard dimensions and several 









capacities. we 
we CLIP THIS 
We can help you get these installations. Let a tse nny 
us send you specifications, full particu- , | 
- ELECTRIC HEATING & 
lars, and the plan that makes them MFG. €0., nailer 
oor 6th Ave. No. and Harrison St., 


Seattle, Wash. 
Send me particulars on ‘“Heetfeet” Elec- 
tric Registers and details on how you can 
help me get this business 


profitable for you! 


INGUS 5. es wide alee ohio tte Oe ae Mae a aree NG 


. 
RF em ree Cer rar Rita Cink 


I am also interested in the following :— 

(j “Coppersert” Electric Water Heaters. The 100% prac- 
tical boiler heater. 

[] 100% Electric Radiators, A real heater Not a re 
flector heater, 

[) Glue Pots. 

() Electric Circulator for warming auto motors on cold 


Electric Heating & Manufacturing Co. : O ea for home, office, cigar stores, etc, New & 
6th Ave. No. and Harrison St., Seattle, Washington Roceusin toe 2 edeiaiemaiabaataiiimnmueiiiala ; 
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REECTION IS MOT AN ACeINE 


“Perfection is not an accident” 
Look at any Eagle element and see why we can 
guarantee them indefinitely. 





Fits-all Iron Element 
Cat. No. 302 
Cone Glocoil 
Cat. No. 415A 
(Standard Edison Base) 


the following outstanding features— 


electrical mica in existence. 











COOOL TIATED 


‘ “AUTRE? 

Horizontal HELLS PSIAA 
Glocoil er eeyTTe ) 
Cat. No. 415B 





: eT any 
Straight Glocoil 
Cat. No. 415 


For example, the Eagle Iron Elements, which will fit any make of iron, have 


CLEAR RUBY INDIA MICA-—the most expensive and the highest grade 
MANY manufacturers consider this mica too 
expensive for their irons. But nothing is too good for Eagle Elements. This 
superior mica is one of the factors enabling us to give an indefinite guarantee. 


Write for complete catalog of Eagle products. 


EAGLE ELECTRIC MFG. CO. 


Office: 40 South 8th St., BROOKLYN, N. Y. 
Factory: 430-4 Kent Avenue 








Xy? A 7 
SHELTON “Fieve, TOWEL 
for Y.M.C.A.’s, Hotels, Turkish Baths 

and other Public Wash Rooms 








Wherever people wash or bathe, the 


SHELTON ELECTRIC TOWEL 
Is a Necessity 


Just press the lever with your foot, and a large volume 
of hot air is released from the arm, enabling one to dry 
the hands and face quickly, besides being more sanitary 
than towels. 

No. 350—Price complete $135.00 


Shelton Electric Co., Long Island City, N. Y. 


New York Office, 48th St., Chicago 
East of Lexington Ave. 30 E. Randolph St. 





GARFIELD 


Insulation 


“GUMMON” is the standard and 
original Cold Molded Insulation, made 
by the oldest and largest producer. 





: Continuously improved to meet increasingly exacting 
= requirements. 


Get our booklet. It will pay you to 


| know Garfield Insulation — Strong — 


Serviceable — Economical — Heatproof. 


GARFIELD MANUFACTURING Co. 
Garfield, N. J. 




















SKINNER’S 


Cut Glass Switch Plates 


EAUTIFULLY fin- 
ished in gold, white or 
ivory colors on back. 


Electricians and Paperhangers 
get your supply from your 
jobber, or write to factory if 
your jobber does not have them. 

















Manufactured by Kb 


SM 


W. SKINNER & SON, Inc., Hammonton, N. J. 











een Tamar DNC 
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ERE’S the new White 
i Cross Electric Cabinet 
Range that bakes, broils, boils, 
fries and roasts—that gives three 
different heating ranges up to 
400°— that does every- 
thing any electric range 
at three times its price 
can do—yet 


‘Tea for two— 
or dinner 
for a dozen”’ 


Retails at only 


$2,900 


A full size range, 34 in. high, 14 in. 
wide, 12 in. deep. Top is 12 x 22 
inches, with two burners operating in- 
dependently with rotary ‘“‘on and off” 
switch at each burner. Oven with 
reciprocating switch gives three dif- 
ferent heats up to 400°. Oven size, 
12 x 10 x 11 inches. Same 
size warming closet. Made 
of best grade heavy pressed 
steel, double walled, as- 
bestos lined, White Cross 
: quality throughout. 


| Nationally 
| Advertised 


Page advertising in national magazines is 
producing a tremendous demand on White 
Cross dealers everywhere. Not to stock this 
recognized outstanding value is to pass up 
easy and quick profits. 





The White Cross line of Electric Stoves and 
Ranges is complete. It embraces values that 
are breaking sales records for White Cross 
dealers everywhere. 


No. 99 One Burner Stove, retails at.......... $3.80 
No. 100 Two Burner Stove retails at.......... 6.00 
No. 101 Three Burner Stove retails at......... 8.00 


No. 102 Two Burner Three Heat range retails at 14.00 
No. 103 Three Burner Three Heat range retails at 17.50 


White Cross 


No. 104 Two Burner Three Heat range retails at 20.00 No 106 

No. 105 Three Burner Three Heat range retails at 25.00 i . 

No. 106 Three Burner Three Heat range retails at 29.00 Electric Cabinet 
Let us give you interesting information about these 

ready sellers. Drop us a line TODAY. On just one C7 Range 
particular number listed above, White Cross dealers ee 


have soid more than 50,000 in the past few months. 
There are mighty’ few hardware dealers who cannot 
make more profits by adding the White Cross line. 


NATIONAL STAMPING & ELECTRIC WORKS = 
Dept No. 5 3212 W. Lake St. CHICAGO, ILL. 


WHITE =! 2 CROSS 
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A lot of contractor-dealers 
are going to make money by 


seizing advantage of the great interest right now in store 
window lighting, to sell time switches. It is one of the 
biggest opportunities the contractor-dealer has for increasing 
his earnings. 


It’s easy to jog along at the same monthly profit, but if 
you want to increase your profit, this is without question 
the easiest way to do it. 


Sell the merchants near you the idea of making their win- 


dows work for them at night as late as people are on the 
streets ! 


The, Hartford Time Switch embodies more real and lasting value 
than has ever before been offered in any automatic time switch. 
The special marine type eight-day clock movement manufactured 
exclusively for the Hartford Time Switch by the Seth Thomas 
Clock Company insures accurate and lasting service. 


It is equipped with a new switch unit. Extended terminals 


enable the contractor to bring his conduit right up and coupling 
to the time switch case. 


HARTFORD 








A. HALL BERRY, Sole Sales Agent 
71-73 Murray Street, New York City 


While the Hartford Time Switch costs more to build than ever 
before, your profit has been increased and the selling price 
reduced. 

There is a Hartford Time Switch in just the right type and ca- 
pacity for every time switch purpose. 


Bulletins, prices and information on request. 








“Built to Last!” 


Emerson Motors 


Live Up to 
the Trade Mark 


HOUSANDS of Emerson Motors, 
sold more than 20 years ago are still 
giving satisfactory service. 


F'merson motors are built by an organi- 
zation with 35 years’ experience in serv- 
ing the needs of motor users. 

Sturdy, dependable Split-phase, Repul- 
sion Start Induction, Polyphase and 
Direct Current physically interchange- 
able motors, in sizes 2 HP. and smaller. 


Prompt shipment of more than 100 differ- 
ent types and windings. 





BUILT TO LAST 


Write for Price Book No. 59 


The Emerson 


Electric Mfg. Co. 
2018 Washington Ave. 
St. Louis, Mo. 

50 Church Street, 

New York, N.Y. 


608 S. Dearborn Street, 
Chicago, IIl. 






2388 
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Fitting the Motor 
to the Job 


A new customer recently ordered a 
quantity of motors to operate in an air 
tight case, 24 hours a day, 365 days a 
year. After a thorough investigation 
and test, our engineers recommended a 
motor with special low watt winding 
and low heat rise to meet this condition. 


“Fitting the Motor to the Job” is the 
basis of good service and sales-building 
motor satisfaction. 


1/20 to 1/3 H.P. 


The Ohio Electric and Controller Co. 


5901 Maurice Avenue, Cleveland, Ohio 
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Easily carried and quickly set up 


Weight only 
50 pounds 


As you move on from job to job 
be sure that a Martin Portable 
Vise Stand is carried with you. 
It will eliminate those unneces- 
sary trips back and forth to the 
shop for bending conduit, or cut- 
ting threads, etc. It will save 
labor and speed up the jobs. 





There are already over 20,000 
of these portable stands in use. 


We will send it to any respon- 
sible contractor on _ trial—and 
we'll pay the transportation 
charges both ways if you aren’t 
satisfied ! 


H. P. Martin & Sons 


621 E. 2nd St., Owensboro, Ky. 


MARTIN 
Portable 
Vise Stand 








Sturtevant Electric Motors 


Made in fractional sizes 
from 1/20 to % horsepower. 












D.C. and A.C, 
Ball Bearing 
Long Running 


Particularly well adapted for 


driving domestic appliances and 
small machinery. 


B. F. STURTEVANT COMPANY 
Hyde Park, Boston, Mass. 








Small Universal 
Motors 


1/100 to 1/20 Horse-power 


Also battery motors 
in fractional sizes. 





Write and tell us 
your problem. 


No. 44 


Manufacturers of Motors for Over Twenty-six Years 


KENDRICK & DAVIS CO. 


LEBANON, NEW HAMPSHIRE 











ATLANTIC 





Including all types of rubber covered, and rubber cov- 
ered lead encased wires and cables, bare wire, magnet 
wire, and flexible cords. 


ATLANTIC INSULATED WIRE 
& CABLE COMPANY 
Rome, N. Y. 
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Why Your Speedometer 
Is Accurate! 










PEEDOMETERS must be accurate. 
So when the North East Service Inc. 
needed a smooth, even, dependable source 
of power for testing their speedometers, 
they naturally came to Dumore. 

As we have served them, perhaps we can 
serve you. Our Engineering Service Depart- 
ment knows how to adapt small motors to 
new and unusual uses. Put your problem 
up to us. 


Wisconsin Electric Company 
19 Sixteenth St. + Racine, Wis. 


DUMORE 
Fractional HPMotors 


Sa = 


No. 3GM-—Stripped Type A—Stripped Type SAX 








Type D 
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The Peace Pact 
at Locarno— 


forever bans war by setting up a safety zone 
between two traditional enemies. Neither 
can cross the “dead line” without bringing 
to the other’s aid the arms of great neutral 
nations. 


Why not a safety zone in industry beyond 
which the seller may know he cannot go with- 
out penalty of loss? 


If every manufacturer who sells to industry 
would set up a safety zone which would 
clearly mark the border between profitable 
and unprofitable selling, he would take a step 


ELECTRICAL MERCHANDISING 











Vol. 34, No. 6 


Why not a 
_ Safety Lone 


in 
Industrial 
Selling? 


as momentous to his own business as Locarno 
is to world peace. 


The McGraw-Hill Four Principles of Indus- 
trial Marketing are industry’s safety zone. 
They safeguard profits as surely as the new 
Rhine barrier insures peace. 


1926 is approaching. Some manufacturers will 
enter it with sales plans based on hunches. 
Others will enter with markets determined 
and programs outlined that will produce sales 
at the lowest cost. 


Which plan will you follow? 























TS. 
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F YOU ELECT to apply the McGraw-Hill 
Four Principles of Industrial Marketing, 
here are the steps to take: 


1. Market Determination. Study each mar- 
ket for your product. Weigh its poten- 
tial. Determine which industries are the 
profitable ones to cultivate. The place to 
start is with your own books. Classify 
your sales by natural buying groups. 
Then compile data on each industry in 
which your product can be used. Com- 
pare the two and you will see clearly 
where your biggest opportunity lies. 


2. Buying Habits. Study the buying habits 
of the industries you decide to sell. Find 
out who are the buyers and how they 
buy. This will save the expense and 
wasted effort of “barking up the wrong 
tree.” 


3. Channels of Approach. Having located 
the real buyers direct your selling on 
them. Support your sales effort with 
advertising in the publications which 
have the greatest influence with these 
buyers—the ones they look to for in- 
formation. 


4. Appeals that Influence. Don’t talk gen- 
eralities in your advertising. Talk shop 





/ \ 
This advertisement is the seventh of Selling Fortnightly, Class, Sales Man- 
the series which is appearing in the agement, and in the McGraw-Hill Pub- 
New York Times, Philadelphia Public lications. The purpose of these ad- 
Ledger, Pittsburgh Gazette-Times, Chi- vertisements is to arouse a national 
cago Tribune, Cleveland Plain Dealer, appreciation of the need for improving 
Detroit Free Press, Chicago Journal of industrial sales efficiency, and_ to 
Commerce and New York Herald-Trib- awaken a keener interest in the cor- 
une; in Printers’? Ink, Advertising and rect principles of industrial selling. 

\ / 
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in the buyers’ own language. Tell them 
how your product will increase the pro- 
ductiveness of their plants or will reduce 
costs. Performance facts are what in- 
terest them most. 


Here you have a plan for successful selling 
which is simplicity itself. There is no patent 
on it, for the McGraw-Hill Four Principles 
of Industrial Marketing are plain common 


sense, coded and applied to the job of selling 
to industry. 


1926 is approaching. If you want to apply 
the McGraw-Hill Four Principles of Indus- 
trial Marketing to your 1926 program, follow 
the above formula. If you need guidance, the 
McGraw-Hill Company may be able to help 
you. Obviously we cannot develop sales 
plans for many, but we can supply informa- 
tion and suggest methods which will make 
simpler a manufacturer’s own plan building. 


Fifty years of intimate contact with industry 
have given us a knowledge of markets and 
buying habits which is proving of great value 
to many manufacturers. 


1926 is approaching. If we can be of service 
to you, please feel free to call on us. Our 
book “Industrial Marketing” will give you a 
good start. It will be sent gratis to any 
manufacturer who sells to the industries 
covered by the McGraw-Hill publications. 
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McGRAW-HILL COMPANY, Inc., NEW YORK, CHICAGO, PHILADELPHIA. CLEVELAND. ST. LOUIS, SAN FRANCISCO, LONDON, PUBLISHERS OF 


Mc GRAW-HILL PUBLICATIONS 


REACHING A SUBSTANTIAL MAJORITY OF THE POTENTIAL BUYERS IN THE INDUSTRIES THEY SERVE 


on Mining Electrical 
EERING & MINING JOURNAL PRESS 
COAL AGE ELECTRICAL WORLD 


Radio JOURNAL OF ELECTRICITY 
RADIO RETAILING ELECTRICAL MERCHANDISING 
RADIO TRADE DIRECTORY 


Industrial 
POWER « AMERICAN MACHINIST 
CHEMICAL & METALLURGICAL 
ENGINEERING 
INDUSTRIAL ENGINEER 


Overseas 
AMERICAN MACHINIST 


(EUROPEAN EDITION) 


Construction & Civil Engineering 
ENGINEERING NEWS-RECORD 
Transportation 
INGENIERIA INTERNACIONAL ELECTRIC RAILWAY JOURNAI, 

BUS TRANSPORTATION 
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Double Your Range Sales 
With L&H Electrics 


Here is a line of ranges that has a real sales appeal. Beauty, efficiency, 
economy and lasting good service—these are the virtues sought by range 
buyers which you will find in L&H Electrics Ranges. 

Outstanding features are the Full Au- 
tomatic L& H Electrics Time and Temper- 
ature Controls. Simple, accurate, prac- 
= Mm tically fool-proof—permit the user to go 

; out for the entire afternoon with assur- 
ance that the meal will be done at any 
predetermined time. 

Rust-proof, porcelain enamel finish is 
another strong salesfeature. The ovens 
are made of one-piece with rounded cor- 
ners and finished in porcelain enamel 
both on the inside and outside. Remov- 
able high speed cooking and baking ele- 
ments with heavy knife blade contact 
connections, reciprocating switches, re- 
movable switch and fuse panels — these 
are just a few factors which have made 
L&H Electrics Ranges the leaders. 
























volume and boost profits. 
TRADE MARK Manufactured by to us direct. 


The best jobbers are pre- 
A.J.LINDEMANN & HOVERSON CO., 1245 Cleveland Ave., Milwaukee, Wis 


Let us send you more detailed facts. Learn how 
pared to supply you with 
L&H Electrics Ranges 

Long Beach Building, New York, N. Y. L&H Building, Chicago, lll. 

1636 14th Street, Denver, Colo. Rialto Building, San Francisco, Calif. 


i they will increase your 
C : and Appliances, or write 
The best jobbers are prepared to supply L@&H Electrics Ranges and Appliances 











L&H Electrics 
Heater 





L&H Electrics 
“‘Turnsit” Toaster 





OurLine of ElectricAp- 
pli also includ 
Hot Plates, Curling 
Irons, Electric Irons, 
Heating Pads, Waffle 
Irons, Testing Ovens, 
Urn Heaters. 








FullAutomatic 
Time and 
Temperature 
Controls 


Both are easy to operate 
and absolutely depend- 
able. The Time Control 
is much simpler than a 
clock, accurate and un- 
failing. The Tempera- 
ture Control maintains 
even heat and saves 60 
per cent of current. 





























































foney’ Selling 
Oakes Electric Hen 





never before considered prospects. 
ate, perfectly safe, small and compact. 


heat control. 
thermometer and eggs without raising lid. 


Fountain Heater. 





BIG new market is opened up for you by 
the modern trend toward hatching chicks 
by electricity. You can sell the Oakes Electric Hen to many people 
It is easy and economical to oper- 
Made in 50 and 100 egg 
sizes; 32 or 110 volts, D.C. or alternating. Absolutely automatic 
Window in top—just push button and you can see 


The Oakes Electric Hen positively hatches every good egg. Cani 
also be used to raise chicks after they’re hatched—combined hatcher, 
hover and egg tester. YOU enjoy a good profit on every sale. We 
also have a splendid Electric Hover, Electric Egg Tester, and Electric 


Write today for catalog and discounts on Oakes Electric 
Equipment and other high quality, fast selling Poultry supplies. 


THE OAKES MANUFACTURING Co. 
365 Dearborn St., TIPTON, INDIANA 
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SHERMAN 


Fixture Connector 


PATENTED APPROVED 





Cross Section Showing Bridge 


for connecting all small wires The Screws 


can’t come out 
Reasons why many 


Contractors have adopted them— Trial Hundred 
Makes permanent connections. $3.80 


Makes safe connections. 
Makes easily disconnected connections. 


Most easily handled. When the manufacturer of fixtures 
Gives a better contact. equips them with Sherman Fixture 
Only one size needed for all wire No. 12 or smaller. Connectors he improves his prod- 
Insures against property damage by torch and solder, uct and accommodates you. INSIST. 
All brass—perfect conductivity. 

As efficient as they are economical. 

Only a screw driver needed. Simply screw down the screws 
and tape finished connection, (Every good connection should 


be taped.) EXTENSION CONNECTORS 


Money saved in labor actually pays their cost. 










For show room fixtures. 
Where’ frequent removal is 


H. B. SHERMAN MEFG. CO. ——— 


No tape. 

y M4 Fits standard attachment plugs 
Battle Creek, Mich. (Parallel Blades). 
A pair of fixture connectors in a 
handsome insulating case. Re- 
quire no taping and _ instantly 
removable, 


SAMPLE 40c. 























because they’ ve 


Better 
‘Buys’ 


Genuine Arnold Vibrators and 
Hairdryers, at the present sensa- 
tionally low price of $13.75, mean 
for you a smaller stock, a faster 
turnover and more certain profits. 
These pioneer Vibrators and Hair- 
dryers, in their individual satin- 
lined leatherette cases, give you 


Of INTEGRITY 
every feature to be had in any vi- 


brator or hairdryer at any price. Integrity of product has for over thirty years 
Order direct from been the basis of Stromberg-Carlson success 
' ARNOLD ELECTRIC CO. and growth in the production of sound 

Racine, Wis. transmitting and reproducing apparatus 


for great telephone public utilities. 
Integrity of policy toward the general public 
no : has distinguished Stromberg-Carlson, ever 
= since wireless telephony has been called, 
VIBRATORS AND 













“Radio.” So much so, that Stromberg- 

Carlson methods of protecting users and 

and retailers of radio products have estab- 

lished present day merchandising standards. 
Dealers displaying the Stromberg-Carlson au- 
thorized dealer plaque, extend the responsibility 
of the Stromberg-Carlson Plant. 








= STROMBERG-CARLSON ‘TELEPHONE Mec. Co. 
= Rochester, N. Y. 
Builders of apparatus for voice 
transmission and voice reception. 
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20» © Institute 


Conducted by 
HOUSEKEEPING 





mach 





* 


approved. 


* 


passed the Institute’s tests. 


* 


that a dealer can use. 


* 





















THIS LIST WILL BE CONTINUED 


GOOD HOUSEKEEPING 
119 West 40th St., New York 


326 West Madison St. 80 Boylston St. 
Chicago Boston 


nd Appr OVeg 
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Good Housekeeping 
we 





THIS SEAL IS FOUND ONLY 
On Good Electrical Merchandise 


This Seal of Approval means that the 
goods bearing it have been tested and ap- 
proved by Good Housekeeping Institute. 


No electrical merchandise can be adver- 
tised in the pages of Good Housekeep- 
ing that has not been so tested and 


There are, however, goods entitled to 
use this Seal that are not advertised in 
Good Housekeeping. There are also 
goods whose manufacturers desire to ad- 
vertise in Good Housekeeping but can- 
not, because their merchandise has not 


Millions of women know that this Seal 
of Approval protects the consumer, and 
it is one of the strongest selling points 


Among the goods authorized to bear the 


Seal of Approval are: 
Device Serial No. 
Hoover Suction Sweeper... .. 250 
Monarch Electric Range . . . . . 2573 
Todd Drain-A-Tub ...... . 2524 
Benjamin Two-Way Plugs. . . . 1638 
Sunnysuds Electric Washer. . . . 2578 
Marion Flip-Flop Toaster ... . 1816 
Simplex Sunbowl Radiator. ... 59 
Star-Rite Waffle Iron ..... . 2321 
Emerson Electric Fan ..... . 1565 
Western Electric Sewing Machine 402 
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This Offer 
Will Never 
Be Made | 


Again! 


Act—Act Now! 


For a short while we have been giving Taylor’s great 
book on TRANSFORMER PRACTICE free with the 
pay-raising Croft Library. Hundreds of men have 
jumped at this big book bargain—a great bargain, 


indeed, 


ments. 


at a special low price—on small monthly pay- 
If you want to cash in on this offer—act now— 


this is absolutely the last chance you will have. 


No more practical—no more valuable— 
set of books has ever been prepared for 








FREE 


Taylor’s great book 


on Transformer Prac- 


tice is yours free if 


you subscribe to the 


pay-raising Croft L’- 
brary NOW. This is 
a valuable book for 
any power plant man 
to have. It covers the 


connection, _installa- 


tion and operation of 

transformers. Sen 
the coupon today! 
if you get 

Croft NOW 


the man who does electrical work daily. 
Over 40,000 sets have been bought—and 
if these thousands of buyers could be 
gathered together conveniently, they 
would say to you just what we say— 
GET CROFT. 


Examine these practical books 
on electricity free—and then 


decide 


The Croft Library 


A combined reference library and home 














study course in practical electricity 


Croft tells you the things you need to know about motors, 
generators, armatures, commutators, transformers, circuits, 


currents, 


switchboards, distribution systems—electical ma- 


chinery of every type, its installation, operation and repair— 
wiring for light and power—how to do it mechanically per- 
fect, in accordance with the National Electrical Code—wiring 
of finished buildings—underwriters’ and municipal require- 
ments—how to do a complete job, from estimating it, to 
completion— illumination in its every phase—the latest and 
most improved methods of lighting—lamps and lighting 
effects, etc. 


Fill in and mail the coupon attached and we will send you 
the entire set of eight volumes for ten days’ Free Examina- 
tion. We take all the risk—pay all charges. You assume no 
obligation—you pay nothing unless you decide to keep the 


books. 


Then $1.50 in ten days and the balance at the rate 


of $2.00 a month. Send the coupon NOW and see the books 
for yourself! 

When your first payment of $1.50 is received, we will send 
you your free copy of Taylor’s Transformer Practice. 


Don’t miss this bargain—Mail the coupon! 
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McGraw-Hill Book Co., Inec., 370 Seventh Avenue, New York. 


Gentlemen:—Please send me the Croft Library of Practical Electricity (ship- 
ping charges prepaid) for 10 days’ free examination. If satisfactory, I will 
send $1.50 in ten days and $2.00 a month until the special price of $19.50 
has heen paid, Upon receipt of my first payment, of $1.50 T am to receive 
a free copy of Taylor’s Transformer Practice. If not ‘vanted I will write you 
for return shipping instructions. (Write plainly and fill in all lines.) 
ae er See ern I rine irre IY or ie Serer ern CE w erie Mr eal 
Home Address .... 


City and State ... 
Employed by ..... 


Occupation 
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Southern Electric Co. 
BALTIMORE 


Richmond 


Electrical Merchandise 
Commercial and 


Residential Fixtures 


RADIO 


“Southern Service Satisfies” 


ELECTRICAL MERCHANDISING 


Norfolk 








Transformers 


FOR LIGHT AND 
POWER SERVICE 
Stock sizes up to 
15kw, both ware- 


houses. 


No. 118. 


Ask for Bulletin 
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55th Year 


National Electrical 


Supply Co. 
WASHINGTON 


GREENSBORO 





Jobbers 


Since 1870 





Radio Equipment 
Electrical Supplies and Appliances 
Machinery and Mill Supplies 
Automobile Accessories 


Authorized Distributors for Radio Corpora- 
tion of America and Burgess Batteries 








WHAT AND WHERE TO BUY 


Electrical Appliances and Supplies Advertised in This Issue with Names of 
Manufacturers and Distributors 


Readers interested in any articles not listed in these pages are 
cordially invited to inform us of their wants and every effort will 


be made to put them in touch with the proper manufacturers. 


Readers’ Service Department, 


ELECTRICAL MERCHANDISING, Tenth Ave., and 36th St.. New York 





Accessories, Cable & Wire 
A-A Wire Co., Inc. 
Indiana Rubber & 
ted Wire Co. 
Sherman Mfg. Co., H. B. 
Simplex Wire & Cable Co. 


Insula- 


Adapters 
Curtis Lighting, Inc. 


Adapters, Vase Lamp 
Bryant Elec. Co. 
Eagle Elec. Mfg. Co. 
Faries Mfg. Co. 
Miller Co. 

Noe & Sons, W. R. 


Advertising, Magazines and 
Newspapers k 
Good Housekeeping 


Agents, Mfrs. (See Jobbers) 
Air Compressors, Electric 
General Electric Co. 


Alarms, Burglar. Fire, Tank 
Westinghouse E. & M. Co. 


Amplifier & Control Panel 
Units 
Atwater Kent Mfg. Co. 


Armature, 
Coils 
H. M. Fredericks Co. 
Westinghouse Elec. & Mfg. 
Co. 


Commutators, 


Arresters, Lightning 
General Electric Co. 
Westinghouse E. & M. Co. 

Automobile Accessories, Elec- 


c 

Benjamin Elec. Mfg. Co. 
Ivanhoe Div. of Miller Co. 
Sherman Mfg. Co.. H. B. 
Wakefield Brass Co., F. W. 


Batteries, Dry 
National Carbon Co. 


Batteries, Storage 
National Carbon Co. 


Battery-Charging Equipment 
General Electric Co. 
Westinghouse E. & M. Co. 


Bearings, Ball 
Norma-Hoffmann 
Corp. 


Bearings 


Bearings, Motor and 
Generator 
Norma-Hoffmann 
Corp. 

Westinghouse E. & M. Co. 


Bearings 


Benches, Vise 

Martin & Sons, H. P. 
Benches, Washing Machine 
Horton Mfg. Co. 


Benders, Conduit and Pipe 
American Wiremold Co. 
Martin & Sons, H. P. 


Books, Electrical & Technical 
McGraw-Hill Book Co. 





Boxes, Floor 
Nat’l Metal Molding Co. 


Boxes, Junction and Outlet 
American Wiremold Co. 
General Elec Co. 
Western Electric Co. 
Westinghouse E. & M. Co. 


Boxes, Meter and Service 


General Electric Co. 
Square D Co. 


Boxes, Paper 
Consolidated Paper Co. 


Boxes, 


Shipping, Folding 
Paper, d 


Corrugated, an 
Fibre 
Consolidated Paper Co. 


Boxes, Switch 

Hart & Hegeman Mfg. Co. 
Hogan-Spencer-Whitley 
National Metal Molding Co. 


Brass Fixture Parts 
(See Fixture Parts & Ac- 
cessories) 


Bronzing Lacquers 
(See Lacquers) 


Brushes, Carbon 
General Electric Co. 
National Carbon Co 


Westinghouse E. & M. Co. 


Bus Bars, Radio ' 
Anaconda Copper Mining Co. 


Bushings 
Miller Co. 


Buttons and Indicators, Rad- 
iant (See Locators) 


Buzzers (See Bells & 
Buzzers) 


Cable, Armored 
Eastern Tube & Tool Co. 
General Electric Co. 


National Metal Molding Co. 


Simplex Wire & Cable Co. 
Tubular Woven Fabric Co. 


Cable Accessories (See Acce~ 
sories, Wire & Cable) 


Candles, Candelabras 
Elastoid Fibre Co. 
Guth Co., Edwin F. 


Caps (See Plugs, Attachment 
& Cape) 


Caps, Color, Diffusers & 
Hoods 

Curtis Lighting, Inc. 

Ivanhoe Div. of Miller Co. 


Carbons 
National Carbon Co. 


Cartons 
Consolidated Faper Co. 


Castings, Iron, Brass 
Faries Mfg. Co. 
Miller Co. 





Chain, Fixture 
Faries Mfg. Co. 
Wakefield Brass Co., F. W. 


Chain, Pull Socket 
Bryant Elec, Co. 


Chandeliers, (See Fixtures, 
Lighting, Ridig) 


Choke Coils (See Coils, 
Choke) 


Christmas Tree Lighting 
Outfit 


utfits 
General Electric Co. 


Cigar Lighters, Electric 
Hance Parker Mfg. Co. 
Remo Corp. 


Circuit Breakers 
General Electric Co. 
Westinghouse E. & M. Co. 


Clamps, Insulator 
General Electric Co. 
Westinghouse E. & M. Co. 


eats 
General Electric Co. 
Sauare D Co. 


Coils, Armature and Field 
Westinghouse E. & M. Co. 


Coils, Choke 

General Electric Co. 
Westinghouse E. & M. Co. 

Colorings, Lamp (See Lamp 
Dips & Frostings) 


Commutator Stones 
— Commutator Dresser 
0. 


Compounds, Soldering 
General Electric Co. 


Condensers, Radio 
Atwater Kent Mfg. Co. 
Hart & Hegeman Mfg. Co. 


Conduit Fittings (See Fit- 
tings, Conduit) 


Conduit, Flexible 

Eastern Tube & Tool Co. 
General Electric Co. 
Tubular Woven Fabric Co. 
Western Electric Co. 


Conduit. Ricid 
General Electric Co. 


National Metal Molding Co. 
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Conduit, Underground 
(Fibre) 
Western Electric Co. 


Connectors, Cord and Lamp 

Arrow Elec. Co. 

Bryant Elec. Co. 

General Electric Co. 

Hubbell, Harvey 

— Commutator Dresser 
(9) 


Sherman Mfg. Co., H. B. 
Westinghouse E. & M. Co. 
Connectors, Wire 


Bryant Elec. Co. 
Containers, Corrugated Fibre 
Consolidated Paper Co. 
Controllers, Motor 
Cutler-Hammer Mfg. Co. 
General Electric Co. 
Westinghouse E. & M. Co 


Cook Stoves (See Stoves, 
Cook) 


Cookers, Fireless Type 
Excel Electric Co. 


Cooking Appliances, Electric 
Excel Electric Co. 
J. Lindermann & Hover- 
son Co. 
— Stamping & Elec. 
(3) 


Western Electric Co. 
Westinghouse E. & M. Co. 


Cord Connectors 
nectors) 


(See Con- 


Cord, Heater 

Beaver Machine & Tool Co 
Berry, A. Hall 

General Electric Co. 
Hubbell, Harvey 
Rockbestos Corp. 

Rome Wire Co. 

Simplex Wire & Cable Co. 


Cord, Lamp 

Atlantic Ins. & Wire & 
Cable Co. 

General Electric Co. 
Rome Wire Co. 

Simplex Wire & Cable Co. 
Tubular Woven Fabric Co 


Crucibles 
American Resistor Co. 


Current Taps 

Anylite Electric Co. 
Arrow Elec. Co. 

Beaver Machine Tool Co. 
Hart & Hegeman Mfg. Co 
Hubbell, Harvey 


Cut-Outs 

Bryant Elec. Co. 

General Electric Co. 

Hart & Hegeman Mfg. Co. 
Johns-Pratt Co. 

Sears, Henry D. 


Decorative Lighting (See 
Lighting Decorative) 


Detectors 
Atwater Kent Mfg. Co. 





Dials, Knobs and Panels 
Atwater Kent Mfg. Co. 
Hart & Hegeman Mfg. Co. 
Richards & Co., Geo. 


Diffusers (See Caps, Diffusers 
& Hoods) 


Dimmers, Lamp 
Anylite Electric Co. 
Berry, A. Hall 


Dishwashers, Electric 
G. R. S. Products, Ine. 
Western Electric Co. 


Distributors (See Jobbers) 


Driers, Clothes, Electric 
Bock Laundry Machine Co. 
Savage Arms Corp. 


Driers, Hair & Hund, Eleetrie 
Arnold Electric Co. 
Eastern Laboratories 
General Electric Co. 
National Stamping & Elec. 


Oo. 
Shelton Elec. Co. 
Torrington Co. 


Dry Batteries (See Batteries, 
Dry) 


Electric Ranges (See Ranges, 
Electric) 


Eleetrie Signs 
Flexlume Sign Co. 


Electro-therapeutic Appl. 
Shelton Elec. Co. 


Fiements, Heating, for Irons, 
Cte. 
Mfg. Co. 


Eagle Electric 
Rockbestos Corp. 


Enamel 

Zeller Lacquer Mfg. Co. 

Fans, Ceiling, Adjustable & 
Non-Adjustable Blades 
Emerson Electric Mfg. Co. 
General Electric Co. 


Westinghouse Elec. & Mfg. 
Co. 
Fans Wesk ana _ orucket, 


Oscillating and Non- 
oscillating 

Emerson Electric Mfg. Co. 
General Electric Co. 


Kendrick & Davis Co. 
Sturtevant Co., B. F. 
Western Electric Co 


Westinghouse Elec. & Mfg. 
Co. 


Fans, 
ing 
Emerson Elec, Mfg. Co. 
General Electric Co 
Sturtevant Co.,. B 
Westinghouse Elec. 
Co. 


Exhaust and Ventilat- 


F 
& Mfg. 


Fan Motors 
(See Motors, Fan) 

Farm Lighting Plants 
(See Plants, Light, Power) 


Continued on Page 140 
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Fittings, Conduit 
American Wiremold Co. 
Faries Mfg. Co. 
General Electric Co, 
Guth Co., Edwin F 
Hart & Hegeman Mfg. 
McLean Mfg. Co. 
Moe-Bridges Co. 
National Metal Molding 2. 
Wakefield Brass Co., F. 
Westinghouse E. & 


Fixtures, Decorative 
Union Metal Mfg. Co. 


Fixture Parts and Accessories 
Acme M'fg. Co. 

Alter & Co., Harry 

Beaver Machine & Tool Co. 
Co-operative Elec. Supply 


Co 

Elastoid Fibre Co. 
Faries Mfg. Co. 
Gross Chandelier Co. 
Miller Co. 

Sears, Henry D. 
Wakefield Brasa Co. 


Fixture Lighting, Adjustable 
Acme Mfg. Co. 

Faries Mfg. Co. 

Guth & Co., Edwin F. 
Ivanhoe Div. of Miller Co. 
Moe Bridges Co. 
Paramount Elec. Mfg. Co. 


Fixtures, Lighting, Exterior 
Union Metal Mfg. Co. 


Fixtures, Lighting, Rigid 
Acme Mfg. Co 
a Sighting Products 


Poy Lantern Importing Co. 
Curtis Lighting, Inc. 
Faries Mfg. Co. 

Fullerton —. Co. 

uth. Edwin 
Ivanhoe Div. bt Miller Co. 
Miller Co. 
Moe-Bridges Co. 
Planetlite Co., The 
Wakefield Brass Co. 
Western Electric Co. 
Westinghouse E. & M. Co. 


Fixtures, Lighting, Show 
Cases and Windows 

Acme Mfg. Co. 

Benjamin Elec. Mfg. Co. 

Curtis Lighting; Inc. 

Faries Mfg. Co. 

Fullerton Elec. Co. 

Guth. Edwin F 

Henderson & Son. N. E. 

Ivanhoe Div. of Miller Co. 

Moe-Bridges Co. 

Planetlite Co., Ine. 

Simplex Wire & Cable Co. 

Sunlight Reflector Co. 

— Elec. & Mfg. 
0. 


Fixtures, Out-Door Lighting 
Ivanhoe Div. of Miller Co. 


Flashers 
Betts, James H. 


Flashlights. Electric 
National Carbon Co. 


Flood Lighting 
jectors) 


(See Pro- 


Floor Polishing Machine 
Campbell Machine Co. 


Fountains, Electric 
Arnold Electric Co. 
Ivanhoe Div. of Miller Co. 


Friction Tape 

Appleton Rubber Co. 

Firestone Tire & Rubber Co. 

Western Electric Co. 

onnenouee Elec. & Mfg. 
0. 


Furnaces, Electric 
American Resistor Co. 


Fuse Plugs 

Bussman Mfg. Co. 

General Electric Co. 

Hart & Hegeman Mfg. Co. 

Metropolitan Elec. Co. 

Sears, Henry D. 

ee Elec. & M'fg. 
0. 


Fuses, Auto 
Bussman Mfg. Co. 


Fuses, Cartridge, Non-Renew- 
able 
General Electric Co. 


Co. 


Me Pd 
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Fuses, Cartridge, Renewable 
Berry, A. Hall 

Bussman Mfg. Co. 

General Electric Co. 
Westinghouse E. & M. Co. 


Fuses, High Voltage 
Johns-Pratt Co. 


Fuses, Plug, Non-Renewable 
3ryant Elec. Co. 

Bussman Mfg. Co. 
General Electric Co. 


Westinghouse &. & M. 


Fuses, Plug, Renewable 
Bryant Elec. Co. 
Bussman Mfg. Co. 
General Electric Co. 


Westinghouse E. 


Fuses, Wire & Strip 
Bussman Mfg. Co. 


Gifts & Novelties 
Donovan, Geo. H. 
Remo Corp. 

Smith Ceramic Studios 
Taiyo Trading Co. 


Glassware, Lighting 

— Lamp & Glass 
10. 

Curtis Lighting, Inc. 

Gillinder Bros., Inc. 

Guth Co., Edwin F. 

Ivanhoe Div. of Miller Co. 

Moe-Bridges Co. 

Noe & Sons, W. R. 

—e— Elect. & Mfg. 
oO 


Globes Glass (See Glassware 
Lighting) 


Pots 
Heating 


Glue 
Elec. & Mfg. Co. 
Grills and Table 
Electric 
Ex¢el. Elec. Co. 
Gold Seal Electric Co. 
Manning Bowman Co. 
— Stamping & Elec. 
oO 
Rutenber Elec. Co. 
Simplex Elec. Heating Co. 
Westinghouse E. M. Co 
Wolcott Mfg. Co., Frank E. 


Stoves 


Grinders, Electric 
Wisconsin Elec. Co. 
Hand Driers (See Driers, 


Hand) 
Roe) 


Hair Cutters, Electric 
Geier Company, P. A. 


Hair Waving Specialties 
Gold Seal — Co. 
Torrington 

Wolcott Mtg. "Od. Frank E. 


Hangers, Switchbox 
Mid-West Metal 


Co. 
Wakefield Brass Co., F. W. 


Products 


Headsets, Radio 
Hart & Hegeman Mfg. Co. 
Heater (See Cord, 
Heater) 
Heaters, Radiant, Bowl Type 


American Resistor Co. 
Anderson Pitt Corp. 
Estate Stove Co.. 
Fitzgerald Mfg. Co. 
Majestic Electrical Dev. Co. 
Simplex Elec. Heating Co. 
— Elec. & Mfg. 


Wolcott Mfg. Co., Frank E. 


Heaters, Space 

Electric Heating & Mfg. Co. 

Majestic Electrical Dev. Co. 

B. F. Sturtevant Co. 

_— Elec. & Mfg. 
Oo. 


Heating Appliances (See 
Table Appliances) 


Heating Appliance Replace- 
ment Units 
Eagle Electric Mfg. Co. 


Heating Devices, Electric 
American_ Resistor Co. 
Eastern Laboratories, Ine. 





Metropolitan Elec. Mfg. Co. 
Westinghouse E. & M. Co. 





Electrahot Appliances Co. 


Hart & Hegeman Mfg. Co. 
Co. 


Hart & Hegeman Mfg. Co. 
& M. Co. 


WHAT AND WHERE TO BUY—Continued from page 139 


General Electric Co. 
Gold Seal Elec. Co. 
Majestic Electrical Dev. Co. 
Simplex Elec. Heating Co. 
Western Electric Co. 

Westinghouse E. & M, Co. 


Heating Pads and Blankets 
Manning Bowman & Co. 
National Stamping & Elec. 


Co. 
Simplex Elec. Heating Co. 
ee Elec. & Mfg. 


Wolcott Mfg. Co., Frank E. 


Holders, Shade 
Curtis Lighting, Inc. 
Faries Mfg. Co. 
Hubbell, Harvey 


Hoods Color (See Caps, Dif- 
fusers) 


Horns and Sirens 
Benjamin Elec. Mfg. Co. 


Hospital Systems 
Kelvinator Sales Corp. 


Ice Cream Freezers 
See Freezer, Ice Cream 


Ice Making Machines 
Kelvinator Sales Corp. 
Savage Arms Co. 
Servel Corp. 

Superior Refrigeration 


Incubators, 
Oakes Mfg. 


Electric 
Co. 


Indicators, Radiant (See Lo- 
cators) 


ar eee Indicating, Test- 
ng 

General Electric Co. 
Westinghouse E. & M. Co. 


Insulating Materials 
Elastoid Fibre Co. 
Firestone Tire & Rubber Co. 
Garfield Mfg. Co. 

General Electric Co. 
Holfast Rubber Co. 
Johns-Pratt Co. 
Westinghouse E. & M. Co. 


Insulators 

American Insulator Corp. 
Garfield Mfg. Co. 
General Electric Co. 


Insulators, Porcelain 
Square D Co. 
Westinghouse E. & M. Co. 


Ironing Machines, Electrie 
Gainaday Electric Co. 
Horton Mfg. Co. 

Hurley Machine Co. 

— & York Machine 
te) 

Perfection Appliance Co. 

Western Electric Co. 


Ironing Machines, Gas Heat- 
ed, Motor Driven 
Gainaday Electric Co. 
Horton Mfg. Co. 

Hurley Machine Co. 
Lehman & York Machine 


iD. 
Perfection Appliance Co. 


Irons, Curling. Electrie 
Electrahot Appliances Co. 
Gold Seal Elec. Co. 
— Stamping & Elec. 


Weaue Electric Co. 
Westinghouse E. & M. Co. 
Wolcott Mfg. Co. 


Irons. Electric 

Birtman Elec. Co. 

Eagle Electric Co. 

Gold Seal Elec. Co. 

A. J. Lindermann & Hover. 
son Co. 

Manning Bowman & Co. 
National Stamping & Elec. 


Co. 

Simplex Elec. Heating Oo 
Waage Elec. Co. 
Westinghouse FE. & M 6 


Wolcott Mfg. Co., Frank B 
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Excel. Elec. Co. 


Irons, Soldering 
Electrahot Appliances Co. 
General Electric Co. 
National Stamping & Elec. 


Co. 

Simplex Elec. prates > 
Westinghouse E. & 
Wolcott Mfg. Co., vee o. 
Jobbers 


Alter, Harry 
= operative Elec. 


Horton Mfg. Co. 

National Elec. Supply Co. 

Piedmont Electric Co. 

Southern Elec. Co. 

—_ Elec. & Mfg 
() 


Laboratories, Testing 
Electrical Testing Labora- 
tories 


Supply 


Lacquers 
Eastman Kodak Co. 
Zeller Lacquer Mfg. Co. 


Lamp Guards & Locks 
Arrow Electric Co. 
Hubbell, Harvey, Inc. 


Lamp Shade Frames, 
Curtis Lighting, Inc. 


Wire 


Lamps, Automobile 

General Electric Co. 
(Mazda_ Service) 

Wakefield Brass Co. 

—— Elec. & Mfg. 
Oo. 


Lamps Boudoir 

Bussman Mfg. Co. 

Cassidy Co. 

Faries Mfg. Co. 

— Commutator Dresser 


Oo. 
Jourdan & Co., H. A. 
Miller Co. 
Moe-Bridges Co. 
National Stamping & Elec. 


Co. 
Noe & Sons, W. R. 


Lamps, Bridge 
Cassidy Co. 
Faries Mfg. Co. 
Miller Co. 

Noe & Sons, W. R. 


Lamps, Clamp Attaching and 
Extension 

Aladdin Mfg. Co. 

Berry, A. Hall 

Bussman Mfg. Co. 

Faries Mfg. Co. 

Wakefield Brass Co., F. W 


Lamps. Deak 

Aladdin Mfg. Co. 

Curtis Lighting. Inc. 
Faries Mfg i 

Guth Co., Edwin F. 
Ivanhoe Div. of "Miller Co. 
Miller Co. 

Moe-Bridges Co. 


Lamps, Incandescent 
—— Electric Lamp 


o. 

General Electric Co. 

Nat'l Lamps Wks. of G. E. 
—n Laboratories of 
Silvray Co. 

Westinghouse E. & M. Co. 


Lamps, . Miniature, Incandes- 


cen 

General Electric Co. 

Nat'l Lamps Wks. of G. E. 
Western Electric Co. 


Lamps, Portable 
Aladdin Mfg. Co. 
Art Craft Iron Wks. 
Bussman Mfg. Co. 
Cassidy Co. 
Consolidated Lamp & 
Glass Co. 
Curtis Lighting, Ine. 
Faries Mf “a Co. 
Jourdan & Co., H. A. 
Majestic Lamp Wks. 
Miller Co. 
Moe-Bridges Co. 
Tapestrelle Corp. 


Lamps. Portable, with Hand 
Painted Glass Shades 

Aladdin Mfg. Co. 

Art Craft Iron Wks. 

Bussman_Mfg. Co 

Cassidy Co., Ine. 

Consolidated Lamp & Glass 
Co. 

Miller Co. 

Tapestrelle Corp. 


Lamps. Therapeutie 
Fastern nrnrinn, Inc. 
Faries fe. 
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Lanterns, Hand Wrought 
Iron 
Art Lantern Importing Co. 


Lighting, Decorative 
Acme fg = 

Cassidy Co. ine 
Consolidated Lamp & Glass 


Curtis Lighting, Ine. 
Eagle Ltg. Fixture Co. 
Faries Mfg. Co. 

General Electric Co. 
Guth, Edwin F. 

Ivanhoe Div. of Miller Co. 
Miller Co. 

Moe-Bridges Co. 
Planetlite Co., Inc. 


Lighting Fixtures (See Fix- 
tures) 


Lighting, Industrial 
Acme g. Co. 

Benjamin Elec. a Co. 
Cassidy Co., 

Curtis Lighting. ‘Ine. 
Faries Mfg. Co. 

General Electric Co. 
Guth Co., Edwin F. 
Ivanhoe Div. of Miller Co. 
Moe-Bridges Co. 
Planetlite Co., Inc. 
Western Electric Co. 


Westinghouse E. & M. Co. 


Lighting gg 
Acme Mfg. 
Consolidated __— & Glass 


Curtis Lighting. Ine 
Exhibitors ad Co. 
Faries Mfg. 

Guth Co., zavin F. 
Ivanhoe Div. of Miller Co. 
Miller Co. 

Moe-Bridges Co. 
Planetlite Co., Ine. 
Wakefield Brass Co. 


Westinghouse E. & M. Co. 


Lightning Arresters 
Kirkman Engineering Corp. 


Locators, Radiant 
Eagle Elec. Mfg. Co. 


Loud Speakers, Radio 
Atwater Kent Mfg. Co. 
oa re Cartoon "Tel. Mfg. 


Western Electric Co. 


Lugs and Terminals 

Patton-MacGuyer Co. 

Sherman Mfg. Co., H. B. 

Mailing Lists Electrical 
Dealers and Radio Lists 

7" Circular Addressing 
oO. 


Marine Wiring, Fittings & 
Fixtures 

Benjamin =o: Mfg. Co. 
Rome Wire Co. 

Western Electric Co. 


Medical Heating Elements 
American Resistor Corp. 


Mixers, Drink 
Arnold Electrie Co. 
Wisconsin Elec. Co. 


Molded Insulation 
American Insulator Corp. 
Garfield Mfg. Co. 

General Electric Mfg. Co. 
Johns-Pratt Co. 


Moldings 
Emerson Electrie Mfg. Co. 
National Metal Molding Co. 


Motor Flashers 
Betts, James H. 


Motors, A. 

Domestic Fiectic Co. 
Emerson Flee. Mfe. Co. 
General Fiectric Co. 
Horton Mfzg. Co. 
Sturtevant Co.. B. F. 
Western Electric Co. 
Westinghouse E. & M. Co. 


Motors, D. ¢. 

Domestic Flec. Co.. The 
Emerson Electric Mfg. Co. 
General agi Co. 
Horton Mfe. 

— jinins & Elec. 


taweet Co.. B. ¥F. 
Western Electrie Co. 
Westinghouse E. & M. Co. 


Motors, Fans 

Fitzgerald Mfg. Co. 

ee Elec. & Mfg. 
0. 








Wolcott Mfg. Co. Frank E. 
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Motors, Fractional H. P. 
Apex Products Co. 

Arnold Electric Co. 
Domestic Electric Co. 
General range 3% Co. 
Horton Mfg. 

Kendrick & er 

- Electric - "Contectier 


aa Mfg. oe. BB: B. 
Sturtevant Co., 
by -~taaeeammead lee. & Mfg. 


Winsente Elec. Co. 


Motors, Phonograph 
Arnold Electric Co. 
General Electric Co. 
Kendrick & — Co. 
Shelton Elec. Co. 
Westinghouse E. & M. Co. 


Motors, Sewing Machine 
Arnold Electric Co. 
Domestic Elec. Co., The 
General Electric Co. 
Kendrick & Davis Co. 
Western Electric Co. 


Westinghouse E. & M. Co. 
Motors, Toys 
Kendrick & Davis Co. 


Novelties (See Toys and 
Novelties) 


Outlets 
American Wiremold Co. 


Packing Boxes and Material 
(See Boxes, Shipping) 


Panel-Boords (See Switch- 
boards) 
Percolators, Electrie 


Electrahot Appliances Co. 
Gold Seal Electric Pe 
Manning Bowman & Co. 
— Stamping & Elec. 
‘0. 
Westinghonse BE. & M no, 
Wolcott Mfg. Co., Frank E. 


Plants, Light and Power 

B. F. Sturtevant Co. 
Western Electric Co. 
Westinghouse E. & M. Co. 


Plates, Flush, am 
Arrow Elec. 
‘General Moctrie Co. 


Plugs, Attachment, and Caps 
Arrow Elec. Co. 

Beaver Machine & Tool & 
Benjamin Elec. Mfg. Co. 
Cutler-Hammer Mfg. Co. 
General Electric Co. 

Hart & Hegeman Mfg. Co. 
Hubbell, Harvey, Inc. 
Metropolitan Elec. & Mfg. 


Sears. Henry D. 


Plugs. Heater 

Beaver Machine & Tool Co. 
Electrahot Appliances Co. 
on Elec. & Mfg. 


Polishers and Buffers 
General Electric Co. 
Westinghouse E. & M. Co. 


Posts, Lighting 
Union Metal Mfg. Co. 


Portables (See Lamps, 
Portable) 


Projectors, Electric 
Curtis Lighting. Inc. 
General Electric Co. 
Universal Electric Stage 

Lighting Co. 
Western Electric > 
Westinghouse FE. & 


Pull Sockets 

Arrow Elec. Co. 

Beaver Machine & he Co. 
Benjamin Elec. Mfg. Co. 
Hart & Hegeman Mfg. Co 
Hubbell, Harvey, Inc. 
Sears, Henry D 


M. Co. 


Pumps, Motor Driven 
General Electric Co. 
Westinghouse E. & M. Co. 


Push Buttons 
General Electric Co. 
Westinghouse E. & M. Co. 
Wolcott Mfg. Co., Frank E. 


Radiant Heaters, Electrie 
Elec. Heating & 7, Co. 
Westinghouse E. & . Co. 


Radiant Heater pect 
Units 

Eagle Elec, Mfg. Co. 
Simplex Elec. Heating Co. 


Radio Books and Instruction 
McGraw-Hill Book Co. 


Radium Compound 
Specialties (Also see 
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Radio Parts and Accessories 
Alter, Harry 

Atwater Kent Mfg. Co. 
Benjamin Elec. Mfg. 
EBlastoid Fibre Co. 
Epom Corp. 

Fibro Products Co. 
General Electric Co. 
Hart & Hegeman Mfg. Co. 
Johns-Pratt Co. 
Paramount Elec. Mfg. Co. 
Pattun-MacGuyer Cu. 
Rome Wire Co. 
Stromberg-Carlson Tel. 
Mfg. Co. 


Westinghouse E. & M. Co 


Radio Receiving Sets, 
Complete 

Atwater Kent Mfg. Co. 
Beaver Machine & Tool Co 
Conn. Tel. & Elec. Co. 
General Electric Co. 

Radio Receptor Co. 


Co. 


Westinghouse E. & M. Co. 
Ranges, Combination 
Westinghouse E. & M. Co. 
Ranges, Electric 


A. J. Lindermann & Hover. 
son Co. 

Electrahot Appliances Co. 

— Stamping & Elec. 


Simplex Elec. Heating Co. 
Western Electric Co. 
Westinghouse E. & M. Co 


Receptacles, Base Board and 
Wall 


Arrow Elec. Co. 

Beaver Machine & Tool Co. 
General Electric Co. 

Hart & Hegeman Mfg. Co. 
Hubbell, Harvey, Inc. 
_— Elec. & Mfg. 


Oo. 
Reynolds Spring Co. 
Sears, Henry D. 
Western Electric Co. 


Rectifiers 
General Electric Co. 
Westinghouse E. & M. Co. 


Reflectors (See Shades and 
Reflectors) 


Refrigerating Machines 
Copeland Products Co. 
Delco Light Co, 

Electrice Corp. 

Kelvinator Sales Corp. 
Savage Arms Corp. 

Serv-el Corp. 

Superior Refrigeration, Inc. 


Resistance Units 

American Resistor Corp. 
General Electria Co. 
Westinghouse E. & M. Co. 


Rheostats 

Atwater Kent Mfg. Co 
General Electric Co. 

Hart & Hegemar Mfg. Co. 
Westinghouse E. & M. Co. 


Rolls, Wringer 
Apex Products Co, 
Horton Mfg. Co. 


Rosettes 
Arrow Elec. Co. 
General Elec. Co. 
Hart & Hegeman Mfg. Co. 
Sears, Henry D. 
Running Thread 
American Screwset Co. 
Screw Machine Producte 
Warner Bros. 


Searchlights (See Projectors, 
Electric) 

Sectional Cabinets 

McLean Mfg. Co.. W. B. 


Sewing Machines, Electric 
Western Electric Co. 


Shade Holders 
Benjamin Elec, Mfg. Co. 
Curtis Lighting, Inc. 
Faries Mfg. Co. 

General Electric Co. 
Hart & Hegeman Mfg. Co. 
Sears, Henry D. 

Shades and Keflectors 
Benjamin Elec, Mfg. Co. 
Curtis Lighting, Inc. 
Faries Mfg. Co. 

General Electric Co. 
Guth Co., Edwin F. 
Hubbell, Harvey, Inc. 
Ivanhoe Div. of Miller Co. 
Miller Co. 

Son Reflector Co. 
Western Electric Co. 

Shades, Silk & Parchment 
Cassidy Co. 

Guth Co.. Fdwin F. 
Jourdan & Co., H. A. 
Miller Co 


Noe & Sons, W. R. 
and Cases 


Shipping Boxes 





tors) 


(See Boxes. 


Shipping) 


B. Timberlake & Sons Co. 


Signal Systems 
General Electric Co. 


Signs, Electric 
Flexlume Sign Co. 


Sirens 

(See Horns and Sirens) 
Soap, Washing Machine 
Horton Mfg. Co. 


Sockets and Receptacles 
(See also Pull Sockets) 

American Wiremold Co, 

Anylite Electric Co. 

Arrow Elec. Co. 

Atwater Kent Mfg. Co. 

General Electric Co. 

Hart & Hegeman Mfg. Co. 

Hubbell, Harvey, Inc. 

Sears, Henry D. 


Solder Pots, Electric 
Van Cleef Bros. 


Soldering Irons 
(See Irons, Soldering) 


Stage Lighting Apparatus 
Curtis Lighting, Ine. 
General Electric Co. 
Universal Electric Stage 
Lighting Co. 


Stamping, Brass, 
Acme Mfg. Co. 
Faries Mfg. Co. 
Kawneer Co. 
Miller Co. 

Patton-MacGuyer Co. 
Stamping. Light Metal 
Warner Bros 

Stands, Vise. Portable 
Martin & Sons, H. P. 
Starters, Motor 

General Electric Co. 
Square D Co 

Westinghouse BE. & M. Co. 
Storage Batteries 
Westinghouse E. & M. Co. 


Store and Office Equipment 
Flexlume Sign Co. 
General Fireproofing Co. 
McLean, W. Fred 
McLean Mfg. Co., W. B. 
Showearder, Ine. 

Store Fixtures (See Fixtures 
Lighting, Show Case and 
Window) 

Store Fronts, Copper 
Kawneer Co. 

Stoves, Electric 
National Stamping & Elec. 
Westinghouse E. & M. Co. 


Stoves, Cook, Electric, Fire- 
less Type 

Estate Stove Co. 

Excel Elec. Co. 

Simplex Elec. Heating Co. 
Westinghouse E. M. Co. 

Stoves, Table (See Grills 
and Table Stoves) 


Strip Heaters 

American Resistor Corp. 
Supplies, Wiring, Electric 
American Wiremold Co. 
Bryant Elec. Co. 

General Electric Co. 

Hart & Hegeman Mfg. Co. 


Ete. 


Paramount Elec. Mfg. Co. 
Rome Wire Co. 

Square D Co 

Western Electric Co. 
Switchboards 


Benjamin Elec. Mfg. Co. 
General Electrie Co. 
Metropolitan Elec. & Mfg. 


Co. 
Westinghouse E. & M. Co. 
Switchboard Materials 
Western Electrie Co. 
Weeeeanones Elec. & Mfg. 
0) 
Switches, Canopy 
Arrow Electric Co. 
Beaver Machine & Tool Co. 
Cutler-Hammer Mfg. Co. 
Sears, Henry D. 
Switches, Feed Through 
Arrow Elec. Co. 


Cutler-Hammer Mfg. Co. 
Switches, Flush 
Metropolitan Elec. & Mfg. 


0. 
Reynolds Spring Co. 


Beaver Machine & Tool Co. 





For the addresses of the 
manufacturers listed here, 
please refer to their ad- 
vertisements in this issue. 


For index to advertisers 
see page 142. 
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Switches, Knife 

General Electric Co. 

Hart & Hegeman Mfg. Co. 
es Elec. & Mfg. 


Reynolds Spring Co. 


Westuungnouse &. «& M. Co. 


Switches, Pendaut 

Arrow Elec. co. 

Beaver Machine & Tool Co. 
Cutier-Hammecr Mig. Co. 
Hart & nHezeman Mfg. Co. 
Sears. Henry D. 


Switches, Push Button and 
Snap 

Arrow Elec. Co. 

Atwater Kent Mfg. Co. 
Beaver Machine & Tool Co. 
Circle F Mfg. Co. 
Cutler-Hammer Mfg. Co. 
General Electric Co. 

Hart & Hegeman Mfg. Co. 
Hubbell, Harvey, Inc. 
Sears, Henry D. 

Skinner & Son 
Westinghouse E. & M. Co. 


Switches, Safety 
Domestic Electric Co. 
General Electric Co. 
Johns-Pratt Co. 
Square D Co, 
Switches, Time 

Berry, A. Hall 
General Electrie Co. 


Switches. Tumbler 
Circle F Mfg. Co. 
Hart & Hegeman Mfg. Co. 


Table Appliances, Electric 
Western Electric Co. 
Westinghouse E. & M. Co. 


Tape and Cloth, Insulating 
Appleton Rubber Co. 
Firestone Tire & Rubber Co. 
General Electric Co. 
Holfast Rubber Co. 


Westinghouse E. & M. Co. 

Telephones 
Stromberg-Carlson Tel. Mfg. 
Co. 

Terminals 


Patton-MacGuyer Co. 
Sherman Mfg. Co., H. B. 


Testing Devices, Meter 
Johns-Pratt Co. 
Westinghouse E. & M. Co. 
Testing Laboratories (See 
Laboratories, Testing) 
Thawing Outfits 
General Electric Co. 
Theater Apparatus, 


General Electric Co. 
National Stamping & Elec. 


Electric 


Co. 
Universal Elec. Stage Light- 


ng oO. 
Westinghouse E. & M. Co. 
Toasters, Electrie 
Estate Stove Co. 
Fitzgerald Mfg. Co. 
Gold Seal Elec. Co. 
Manning Bowman & Cn. 
— Stamping & Elec. 


Simplex Elec. Heating Co. 
Western Electric Co. 
Westinghouse E, M. Co. 
Tools, Wiring 

Martin & Sons. H. P. 
Western Electric Co. 
Westinghouse E. & M. Co. 


Toys & Novelties, Electric 


American Flyer Mfg. Co. 
Remo Corp. 

Traffic Controllers 

Betts, James H 
Transformers, Bell Ringing 


Betts, James H 

General Electric Co. 
Westinghouse E. & M. Co. 
Transformers, General 
Atwater Kent Mfg. Co. 
General Electric Co. 
Westinghouse E. & M. Co. 


Transformers, Radio 
Atwater Kent Mfg. Co. 
Hart & Hegeman Mfg. Co. 


Vacuum Cleaners, Electric 
Birtman Electric Co. 
Electric Vacuum Cleaner Co. 
Eureka Vacuum Cleaner Co. 
Gainaday Elec. Co. 

Geier Co., P. A. 
Hoover Co. 

Hurley hae agg Cleaner Co 
Sturtevant BF. 
Torrington Co. 

United Electric Co. 
Western Electric Co. 
Wise-McClung Co. 

Wright Co., 8. 


Variometers & Varie- couplers 
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Ventilating Apparatus & 
Systems 

Emerson Electric Mfg. Co. 
B. F. Sturtevant Co. 


Vibrators, Electric 

Arnold Electric Co. 

Geier Co., P. A. 

National Stamping & Elec. 


Wks, 
Shelton Electric Co. 
Western Electric Co. 


Violet Ray Specialties 
Eastern Labvuratories 
Fitzgerald Mfg. Co. 
National Stamping & Elec. 


Co. 
Shelton Electric Co. 


Vises, Pipe 
Martin & Sons. H. P. 


Waffle Irons 

Fitzgerald Mfg. Co. 

Gold Seal Elec. Co. 
Manning Bowman & Co 
National Stamping & Elec. 


Co. 

Westinchouse E. & M €oa. 
Woicott Mfg. Co.. Frank EB, 
Wall Receptacies (See Re- 


ceptapies—Base Board and 
Wall) 


Washing Machines, Clothes, 
Flectrice 

Apex Products Co. 

Altorfer Bros. Co 
Automatic Electric Washer 


Co 

Rock Laundry Machine Co. 
Brammer Washing Machine 
Co. 

Buckeye Prima Co. 

Dawn M*feg. Co. 

Dunham Co.. Geo. W. 
Gainaday Electric Co. 
Geier Co., P. A. 

G. R. S. ‘Products 

Hart Parr Co. 
Hogan-Spencer Whitley Ge. 


Horton Mfg. Co. 
Hurley Machine Co, 
1900 Washer Co. 
Klymax Mfg. Co. 
Laundryette Mfg. Co. 
One Minute Mfg. Co. 


Savage Arms Corp. 
Sunny Line Appl. 

Western Electric Co. 
Woodrow Mfg. Co. 


Co. 


Washing Machine Tubs 

Celina Mfg. Co. 

‘ater Heaters, Electric 
el een Elec. Heater Co. 
Electric Heating & Mfg. Co. 
General Electric Co. 
National Stamping & Elec. 


Co 
Westinghouse BE, & M. Co. 
Water Supply Systems, 
tlectric 
Westinghouse E. & M. Co. 


Welding and Cutting Appe- 
ratus, Electric 
General Electric Co. 


Wire, Antenna 


Anaconda Copper Mining 
Co. 
Wire and — 
Ww ) 
Anaconda Copper Mining 


jeton Rubber Co. 
Apnieto Insulated Wire & 
Cable Ce. 
iver-Harris 
Paste mn Tube & Tool Co. 
General Electric 
Indiana Rubber 
Wire Co. 
Middlesex Mfg. Co. 
Rockbestos cP. 
» Wire Co 
Simplex Wire & Cable Co. 
Tubular Woven Fabrice Co. 
Western Electric Co. 
Wire, Flectric Resistance 


Driver-Harris 
Hoskins Mfg. Co. 


Co. 
& Insulated 


Wire Forming 
Warner Bros. 


Wire, Fuse 
Bussman Mfg. Co. 


Wireless Apparatus (See 
Radio Parte and Accesso- 
ries, also Radio Receiver 
Sets, Complete) 

Wire. Magnet 
Berry. A. Hall 
Rome Wire Co. 

Wrenches 
Curtis Lighting. Inc. 

Wringere Clorhes 
Apex Products Co. 
iorton Mfg. €o 
Woetern Electric Co 











Atwater Kent Mfg. Co. 


Wright Co.. M. § 
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POSITIONS VACANT 


A young man wanted with sales and engi- 
neering experience for estimating and 
soliciting work for an electragist in a 
growing city of 100,000; one capable of 
assuming charge of this department; an 
excellent opening for the right man; 
reply care of P-887, Electrical Merchan- 
dising, 7 So. Dearborn St., Chicago, Ill. 








BRANCH managers wanted—we want to 
get in touch immediately with picked 
men for early openings as branch store 
managers; drawing account and bonus; 
we want men experienced in electric 
washing machines, electric ranges, vac- 
uum cleaners, electric refrigerators, etc.; 
this is an opportunity to go into business 
practically for yourself with an unlimited 
capital and other resources behind you; 
all communications will be held in strict 
confidence. P-886, Electrical Merchan- 
—— Leader-News Blidg., Cleveland, 

io. 





DESIGNER-—State experience and salary 
wanted. Benson Brass & Chandelier 
Works, 1417-19 Agnes Ave., Kansas City, 
Missouri. 





‘sSEARCHLIGHT”’ RATES 
Electrical Merchandising 
UNDISPLAYED: 


Positions Wanted—6 cents a word, minimum 
charge—$1.25 cents an insertion. 

Positions Vacant and other classifications— 
10 cents a word, minimum charge $2.00 an 
insertion. Allow 10 words for box address. 
No additional charge for forwarding replies. 

Discount of 10% for payment in advance on 4 
consecutive insertions of undisplayed adver- 
tisements. 

Proposais—40 cents a line. 


DISPLAYED: 


Space is sold by the ‘‘inch,” with 30 inches to a 
page. (An ‘‘inch’’ measures aporoximately 1 inch 
high by 2% inches wide.) Rates are from $6.65 to 
$4.50 an inch, depending on the total space —s 
2 











REPRESENTATIVES WANTED 


New Orleans 
Manufacturer of line of wiring devices is 
looking for aggressive representation in 
and around New Orleans. RW-890, Elec- 
trical Merchandising, Tenth Ave. at 36th 
St., New York. 








POSITIONS WANTED 


A MARRIED man, age 41, studious, clean 
thinking, a man that gets joy and re- 
sults from his work, seeks permanent 
connection with well organized live 
electrical establishment. Not an _ or- 
dinary job, but one with responsibility 
which will pay commensurate for serv- 
ices rendered. Nine years’ electrical re- 
tail managerial experience, but will con- 
sider any branch of industry. Prefer 
Western location. Your questions solicited. 
PW-891, Electrical Merchandising, 883 
Mission St., San Francisco, Calif. 











SALESMEN WANTED 





Dealers and Salesmen 
Wanted to sell Fay Electric Floor Machines. 
Used by hotels, hospitals, schools, stores, 
residences, etc. Write today for descrip- 
tive literature and particulars. The Fay 
Company, 514-516 West 57th Street, 
New York, N. Y. 





Salesman 


thoroughly familiar with Southern territory 
jobbers and dealers, on popular priced 
lighting fixtures. Also man for Pennsyl- 
vania__ territory. SW-893, Flectrical 
Merchandising, Tenth Ave. at 36th St., 
New York. 


7 





Lighting Fixture Salesman 

For high-class suburban studio; experi- 
enced, of good personality and _ irre- 
proachable character, capable of han- 
dling fine trade; position affords excep- 
tional opportunity and good salary for 
the man who can qualify; give full 
particulars in confidence; location, Long 
Island. SW-889, Electrical Merchandis- 
ing, Tenth Ave. at 36th St., New York. 


Salesmen for Motor Driven Household 
Appliances 


One who can present facts as they are, 
who is experienced in the specialty line 
and desires a connection with a firm 
that will not only stand behind their 
quality goods but also fully co-operate 
with the men who serve it; If you have 
initiative, ability and the desire to do big 
things we would like to hear from you. 
SW-8838, Electrical Merchandising, Tenth 
Ave. at 36th St., New York. 








Salesmen Wanted 


Complete line of floor, bridge and table 
lamps, both metal and wood. Wood and 
metal specialties and novelties. Popular 
priced merchandise. SW-892, Electrical 
Merchandising, 7 So. Dearborn St., Chi- 
cago, Ill. 


Open Territories 
For a few live, aggressive representatives 
to sell Skinner’s Cut Glass Switch Plates ; 
give references and territory you are 
now covering. W. Skinner & Son, Inc., 
Hammonton, N. J. 








REPRESENTATIVES AVAILABLE 





Manufacturers Agent 


New York and surrounding territory cover- 
ing department stores, jobbers, syndi- 
cates, etc., open for good line; commis- 
sion basis. RA-884, Electrical Merchan- 
dising, Tenth Ave. at 36th St., New York. 





Notice to Manufacturers 

Cincinnati is a logical point for selling and 
distributing. Its geographical situation 
is a convincing proof of this statement. 
Railroads enter from all points. Steam 
boat lines from East and West, feeding a 
large lucrative territory. Cincinnati is sub- 
stantial, progressive, and wealthy, stab- 
ilized by a diversity of manufacturing 
interests. The advertiser wishes to con- 
tact with manufacturers desiring capable 
and intelligent representation, combined 
with initiative and proven constructive 
ability, reinforced by twenty-five years’ 
of experience in the electrical field, with 
a practical knowledge of central station, 
jobber, contractor, and department store 
requirements. Will entertain proposi- 
tions from manufacturers of highly spe- 
cialized, or standard products, having 
enviable reputations, as to quality and 
progressiveness. RA-885, Electrical Mer- 
chandising, 7 South Dearborn St., Chi- 
cago, Ill. 








MISCELLANEOUS 





Aluminum Solder 


Guaranteed to solder aluminum sheet or 
cast; no flux; will solder any metal to 
aluminum; send 50c. for sample. Gardner 
pr gaa 267, Lamanda Park, Pasadena, 
Calif. 





SALES AGENCY 
AVAILABLE! 

Equipped to handle sales of electrical equip- 
ment or specialties in metropolitan Chicago. 
Twenty years experience in the line. 
References gladly exchanged. 
AS-882, Electrical Merchandising 
7 So. Dearborn St., Chicago, Tl. 








MERCHANDISE EXECUTIVE 
Open for Proposition 

Now merchandising electrical goods and radio for 
one of the most widely known merchandising in- 
stitutions in the U. S. Experienced in advertising 
and management. Acquainted with manufacturing 
sources and trade channels. With present firm 
fifteen years. Age 38; gentile; married. Box— 

PW-881, Electrical Merchandising 

7 South Dearborn St., Chicago, Ill. 











‘ WANTED “ 
Electrical Appliances 


The advertiser will purchase Bargain Lots in small 

and large quantities. Washing Machines, Vacuum 

Cleaners, Houschold Irons, Electric Heating and 

Lamp Socket Appliances, Tungsten Lamps, Wiring 

Devices, Table and Floor Lamps, Standard makes, In 

replying give full speeifications, quantity, price, etc. 
W-880 Electrical Merchandising 








7 So. Dearborn St., Chicago, Ill. 








ibnininrosi 














WASHING 
MACHINE 
SALESMEN 


Experienced washing machine 
men wanted as salesmen, dis- 
trict managers, and store man- 
agers in Chicago, and _ our 
surrounding territory. 


We pay our men the very high- 
est remuneration in the country. 
No other washing machine con- 
cern in the United States main- 
tains the broad commission plan 
that we do. 


In 1926 we are doubling the 
size of our retail sales organi- 
zation. We will open twenty- 


five new districts with a popu- 
lation of 25,000 each. 


The executives of this company 
are all old experienced washing 
machine men who know their 
business thoroughly. 


A telegram or special delivery 
letter will bring you, immedi- 
ately, detailed information as to 
our plan. 


Maytag-Chicago Co. 


162 N. State St., Chicago, IIl. 
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Wonderful Opportunity 
for the Right Party 


Manufacturer of lighting fixtures unable 
to devote time to retail department. Will 
consider sub-leasing retail department con- 
sisting of large beautiful store with 25 
foot front, equipped with 3 modern win- 
dows and up-to-date vestibule. Store is 
centrally located on the main street in the 
heart of the shopping center. 


Good opportunity for reliable man who has 
experience and knowledge of the business, 
BO-879, Electrical Merchandising 
Tenth Ave. at 36th St., New York City 
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Why They Buy 


Confidence! That explains it! A confidence 
so deep rooted that America’s foremost buyers 
are quick to take ‘‘our word for it.’’ Some have 
placed orders for new TORRID APPLI- 
ANCES even before their inspection of actual 
samples. They know, from experience, that 
“‘trouble-proof”’ is to TORRID as ‘“‘Sterling”’ 








is to silver. 


The Dependable Source of Supply 








Popularly Priced 
to Speed Resale 


WAFFLE IRONS 
PERCOLATORS 
SILEX COFFER FILTERS 
TABLE STOVES 
HOUSEHOLD IRONS 
LINGERIE IRONS 
BOUDOIR IRONS 
TOY IRONS 
ROOM HEATERS 
HHATING PADS 
THERAPEUTIC LAMPS 

SOLDERING IRONS 
CORD SETS 
MARCEL WAVING IRONS 
BEAUTY SETS 
CURLING IRONS 
HAIRDRESSING SETS 
DRYING COMBS 








The TORRID guarantee, itself, is 
overshadowed by this confidence 
which has been created in the minds 
of Dealers, Jobbers and an ever- 
growing number of Central Stations. 
TORRID is “long” on service in the 
home; ‘‘short” in having to be serviced 
by the factory. 


Irrespective of the size of your pur- 
chases, can you afford to overlook the 
acknowledged leadership of TORRID 
in the high-quality, popular-priced 
field? TORRID is as fine in quality 
as it is reasonable in price. 


Samples on Request 
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Discount and Sales 
Support 


Discounts on the New Gainaday 
are just as attractive as the beauty, 
simplicity and operation of the 
washer itself. They are big enough 
to enable you to make a liberal and 
lasting profit on each sale. 

You also benefit by a generous 
newspaper advertising allowance— 
a specific amount for each washer 
purchased. 

Dealer helps, including newspaper 
ads, direct mail literature, window 
displays, and movie slides are yours 
for the asking. Trained factory rep- 
resentatives will assist you in plan- 
ning and carrying out a definite and 
resultful sales program. 


The 
Demonstration 


The beauty and simplicity of the 
New Gainaday attracts interest— 
and one demonstration proves its 
superiority. Here is a new washing 
principle which has eclipsed all com- 
petition. Washes a tubfull of dirtiest 
clothes in 3 to 5 minutes. Flexible 
capacity from a handfull to 10 lbs. 
of dry clothes. Cleanses every thread 
and without the slightest wear on 
daintiest garments—not a moving 
part inside the tub. Cleans itself. 
Right or left handed wringer with 
balloon type rolls, one pressure 


screw, instant safety release. 


Mechanical 
Features 


The New Gainaday is five years 
ahead of the field. It’s the simplest 
washer built—quiet, sturdy, power- 
ful, safe! Only five parts in main 
gear case. Timken roller bearings. 
New type friction drive. All-one- 
piece tub pressed from 33 oz. drawn 
copper, nickel-tinned inside. 


Cabinet of automobile body stock. 
Die cast aluminum wringer. Washer 
dismantles into 3 units for one man 
delivery. Nothing to get out of 
order—positively no servicing han- 


dicap after sale is made. 
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Start the New Year with the 
New Gainaday 
The success enjoyed by thousands of Gainaday dealers in 1925 
may be yours for 1926. The New Gainaday franchise is valuable 


—it opens up a wonderful profit opportunity to the merchant ——— 
awake to its possibilities. Write or wire for complete details.  § 













GAINADAY ELECTRIC COMPANY 


3014 LIBERTY AVENUE, PITTSBURGH, PA. 
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The Elusive Holder Screw 


See the Happy Wireman! What 
you suppose he is saying? 
Words, no doubt 
time he 


Naughty Words? The Boss. 


do 
Naughty 
Who pays for the 
spends thinking up new 
Who 


pays for the time it takes to climb 
down and find the serew and climb 


up again? The Boss. 
the Boss do something 
Ask him. 


Why doesn't 
about it? 














WASTE TIME 7 
COSTS AS MUCH AS |” 
PRODUCTIVE TIME © 

















AKEFIELD RED Spot” HANGERS = 
Save your workman’s time. Wire- ; 
Ways are oversize and neatly reamed. 

The two-piece socket is wired without remov- 

ing it from the holder. Upset threads prevent 

holder screws from falling out, and the notched 

loop balances glassware automatically. 


Give “Red Spots” a trial and then compare your 
time sheets on the “Red Spot” job with your time 
sheets on previous jobs. Other things being fairly 
equal, you'll find the “Red Spots” save you 25% 
in labor. 


Don’t be fooled by price—study costs. 


The F. W. Wakefield Brass Co. 


Vermilion, Ohio 















ment of the new 
Spot” 


See important announce- 


“Red 


chee 


tia on color page in 


the front advertis- 


ing section of 
magazine. 


this 
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There is a Wakefield “Rea Spot” Hanger 








for every commercial lighting need. 











Certain defects were observed in 
this volume when it was received 
by University Microfilms, Inc. 
Since we were unable to locate a 
perfect copy, this volume was 
filmed as received. 


University Microfilms, Inc., Ann Arbor, Mich. 





